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Another first 
in jet fueling 


' Brodie B-82D Meters speed 
fpeling of first transcontinental 
commercial jet flight 


ce 


Mounted under the deck are two 
Brodie B-82D Meters with two 300 
GPM hose connections—600 GPM 
per wing loading. A second truck 


is under the other 707 wing. 


EVERYWHERE -« Brodie is linked with Progress. Here’s another example from California. 


The jet age took an important step ahead in 
January, 1959 when an American Airlines’ Boeing 707 
streaked against the sun from west to east —Los Angeles 
to New York. At the beginning of this historic flight, jet- 
age Brodie BiRotor Meters on Richfield fueling trucks at 
Los Angeles International Airport took on their high 
speed dual fueling chores with ease. 

With ground service time running into thousands of 
dollars per hour, the saving in time required to fuel big 
jets becomes vital to profits. Here is another operation 
where Brodie BiRotor Meters are proving their high 
speed time and cost saving capabilities. Airlines and re- 
fuelers alike have discovered that you don’t have to 
“baby” Brodie BiRotor Meters — they operate at full- 
rated capacity! 905 


REPRESENTATIVES WITH STOCKS AND SERVICE 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
CABLE ADDRESS: ‘‘BRODICO" 


MT. VERNON, N.Y., 550 So. Columbus Ave. 

DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 
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Explore the little towns. 
You’ll find places like 
New Harmony, Ind., 
where sits the 

oldest (1804) fire engine 
in the whole U.S. 


This Hoosierland Magic Circle is sim- 
ply an example—of the fun and pleas- 
ure that surround you anywhere you 
drive. Pick up a map—start explor- 
ing—you’ll find your car is the best 
investment in fun you ever made, 


Published by Ethyl Corpo- 
ration, New York 17,N.Y. 
to help you get more enjoy- 
ment out of your car. Ethyl 
Corporation manufactures 
antiknock compounds used 
by oil companies everywhere 
to improve their gasolines 
~and your driving pleasure. 
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1. See what spring brings to your coun- 
tryside. Hoosiers like to drive along their 
many famous rivers—the Ohio, the Wa- 
bash, the Patoka. In your area, head for 
the crooked little lines on your map. 


3. Turn off on the byways. In Indiana, 
as everywhere, they often lead to the big- 
gest pleasures—and surprises. Off the 
beaten path, you'll find quiet country 
scenes worthy of picture postcards. 


2. Visit the shrines of the famous. The 
favorite of Hoosiers is the Indianapolis 
home of poet James Whitcomb Riley. 
Where you are, think of your area’s most 
fabled person, then seek out his legend. 


4. Take a pencil and map out your Magic 
Circle fun right iow. You’ve got the car, 
and if you’re missing out on this kind of 
driving, you aren’t enjoying half of what 
your car offers you. 


Expanding your market for service station products, 
Ethyl’s “Drive More” campaign is now in its fifth 
year. Magazine advertising such as this, in LIFE, 


SATURDAY EVENING POST, LOOK, SUNSET and 
Sunday supplements is just one part of Ethyl’s con- 
tinuing market-expansion program. 





NEW MAGNETIC CAP fit ow No. 1 FiLomatics 


That’s right! You don’t have to stand by 
idly holding this Nozzle. Just stick it in 
the fill pipe, squeeze the valve lever open 
and engage the hold-open latch. While 
it fills the tank you service the car, sell 
extras. When the tank is filled the Fil- 
O-Matic shuts off automatically. Saves 
time, labor, money. No overflows, no gas 
stains on car body to clean off, no angry 


customers. 


FULLY AUTOMATIC 


Stop working for your pump nozzie. Get the LS) | UT- OFF | [ @ 4" 4 = = 


Nozzle that works for you—OPW’S No. 1 Fil- 
O-Matic, the Fully Automatic Shut-Off Nozzle. permits you fe) give ia Zoli aat=ial 


Write on your letterhead for more information. Raye 3 
rT =~) a alot- me Alia melal-maat-lab- 


Now comes equipped with 


MAGNETIC CAP 
For Holding Gas Tank Fill Caps 








Gas tank cap stays right where you put 

it... right where it belongs . . on the 

nozzle . . . at the fill pipe . . . held 

securely in plain view while tank is filling. 

WHAT A RELIEF! NO MORE GRIEF! 

VALVES @ FITTINGS @ ASSEMBLIES . No more angry customers because of lost 
for handling hazardous liquids \ gas tank caps! 


2735 COLERAIN AVE. ¢ CINCINNATI 25, OHIO ¢ PHONE: Kirby 1-5400 Write For FREE Bulletin F-45 
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Brief but Significant 


OIL MARKETS AND PRICES In Case You Missed It 


Letters 
Market outlook re is 2 Meetings 


Top of the Month... 


COMMERCIAL ACCOUNTS are still as 
hot an oil marketing issue as they were 
when industry trade groups discussed 
them last November. At that time it 
looked as if industry action might im- 
prove the problem, but the picture is 
different now. With Congressional hear- 
ings looming, NPN brings you a roundup 
of commercial business conditions around 
the country—plus a look at what seems 
to be ahead. It starts on page 113. Along 
with it, you'll find an unusual and re- 
vealing set of interviews with commercial 
buyers. 


EVEN IF YOU aren’t going to Seattle 
for the Oil-Heat Institute of America 
convention later this month, you'll be 
interested in the program, digested for 
you on page 125. If you are going, 
don’t miss NPN’s rundown of places 
to go and things to see. Same page. 


ARE YOU USING portable © stations? 
Maybe you should be—there’s more to 
them than meets the eye. Read about 
Shell of Canada’s eye-opening experi- 
ences, on page 139. 


THE JET REVOLUTION is here. For oil 
marketers it means a vast, booming 
products market—as well as plenty of 
headaches. You'll find out about the 
opportunities and the challenges starting 
on page 145, in the most comprehensive 
report yet published on the new Jet 
Age and its impact on oil. 


YOUR DEALERS can build big TBA 
volumes with the proper coaching from 
you. On page 160, you'll read about an 
incentive plan that works $40,000 mir- 
acles for St. Louis dealer Denzel 
Watkins. The article is packed with 
solid information you can use to help 
set up a similar plan. 


NEXT MONTH: A special issue on job- 
bers and jobbing, written for jobbers and 
suppliers alike. What management tech- 
niques are keeping effective jobbers on 
top? What can suppliers do to get good 
jobbers—or make good ones out of mid- 


Refinery/terminal prices ........... 188 Money-Making Ideas dling ones? The answers will be in the 
Crude oil prices rigck ra ate Regions . ; May issue—another high point in NPN’s 
Tank wagon prices 190 What They're Saying a Golden Anniversary year. 
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SECOR APPLICATION FOR POSITION 
NIERVIEW BEYE NQUIRY OF PERSONAL REFERENCE QUALIFICATION RECORD 


HIRING NEW PERSONNEL? 











LOOKING FOR NEW DEALERS? 





Finding the right men to represent you. Training them. 

Keeping them! That's knowledge vital to your business. 

And it’s yours in the Mobil Dealer Selection Program. 

PROBLEMS 7O THE EXPERTS At your request, a trained specialist will be glad to 
pike: help analyze your personnel situation and make defi- 

nite recommendations. Additional experts are avail- 


Your able to assist you with other tough problems too. 


For instance, help you reduce loading time . . . help 
_@ _ * 2 ’ set up a preventive maintenance program . . . help 
Mobil Specialists 4 institute management procedures that make running 
” a business easier—and more profitable. 

That’s why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists .. . plus top-quality branded products . . . 

add up to a real competitive advantage for you. 
Talk to your Mobil salesman today. He’s your 

direct line to the specialists. 


. Tune in ““‘TRACKDOWN”’ every week, CBS-TV. 
YOU'RE MILES AHEAD WITH MOBIL! . See your local paper for time and station. 


SOCONY MOBIL OIL COMPANY, INC., and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


YORK 17 Y.—150 B. 42nd St. ¢ CHICAGO 5, ILLINOIS—69_ E. Van Reve en St. « BALTIMORE 18, MARY LARD jets North Charles St. « MILWAUKEE 1, 

WIsCONBINsét Gouth First ®t. « KANSAS CITY 18, MISSOURI—0® Grand Ave. © DETROIT 382, MICHIGAN—908 West Grand Biya ¢ ST. LOUIS 8, MISSOURI— 

40 Lindell Blvd. « DALLAS 1, TEXAS—Magnolia Petroleum Ca, Magnolia Building « LOS ANGSLES 54, CAL-—General Petroleum Corp., 612 8 Flower 8t., 
Bocony Mobile maintains many other conveniently located service offices to give you close and fast cooperation. 
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Behind Our Headlines 





What's in the Aviation Market 


O MANY MARKETERS the aviation business is 

something big and mysterious that concerns other 
people, but not them. As far as oil products go, 
volume is so large or products so specialized that 
marketers write that off as something that involves 
only a few large oil companies. 

To a certain extent that is true. But the shift to 
jet aircraft is having a tremendous impact on the 
market, affecting products and equipment. The de- 
velopments are so pertinent every marketer should 
know about them, just to keep up with industry 
changes, even though he’s never likely to sell a gallon 
of jet fuel himself. 

To bring you up to date in this fascinating field of 
jet refueling, NPN has prepared the most comprehen- 
sive report published so far. It’s a joint staff project, 
with information drawn from Seattle to Miami and 
El Paso to Boston. It starts on page 145. 


Industry Scoop 


HOSE OF YOU who made note of NPN’s article 
about universal credit cards last December got 
some advance information. 

The article told what oil industry reaction was to 
this sweeping trend toward the omnibus credit cards 
such as the Diners’ Club and American Express sys- 
tems. Marketers would be affected whether they liked 
it or not, according to NPN’s information. 

This is happening faster than anyone realized at the 
time. Already Mobil Oil has signed an agreement with 
the all-purpose Hilton Hotel Carte Blanche system. 
Other deals are in the works, so things should be 
popping this year. 


Last Laugh 

UST FOR LAUGHS, we slipped in a new feature last 
J month. It was a funny page, something NPN hasn’t 
had—although we have run cartoons. 

This page will consist of gags, jokes, anecdotes, wise- 
cracks, funny experiences, cartoons—anything that will 
amuse marketers. We plan to make it the last feature 
in the magazine, coming right after the personals sec- 
tion in the back. 

We'd like to hear from you. If you have a story to 
share with other marketers, send it in. We'll give you 
credit for it. We’d also like to know what you think 
of the funny page. 


\. 
RamRtretha , Editor 





“When a meter handles 
millions each year, 


it must be accurate, 
says Sinclair in Baltimore 





for a better / measure of profit 
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Some of the meters on the active racks at Sinclair’s 
busy Baltimore terminal are estimated to have billed 
$20,000,000 worth of gasoline each since installation. 
And that’s not unusual; many big terminals have 
meters that handle this much and more. 

A very small percent of error in these busy meters 
easily spoil the plant’s good operating record...and 
give profits away. No wonder Sinclair’s operations 
men say accuracy is the one most important factor 
in selecting meters. 

This terminal has eighteen Neptunes, five of which 
are big 650 gpm units. With 12-inch suction lines and 
a 1400-gpm pump, they get large transports rolling 
in 10 to 12 minutes, including check-in and check-out 
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with meter-printed tickets. 

“Our Neptunes are tested with 500-gallon provers, 
and seldom need any adjustment,” says Mr. Willard 
E. Harrison, Terminal Superintendent. “We like 
Neptune’s positive calibration adjuster. It doesn’t drift. 

“With such a heavy load on the meters day in and 
day out, Neptune’s Unit Replacement Plan has been 
a great time saver. We carry spare registers and 
chambers and do all our own field service because 
it is a simple matter to change them within minutes.” 

This fine experience with Neptune meters is a 
business pleasure you, too, can enjoy. Specify 
Neptune meters for all trucks and loading racks... 
for accuracy you can bank on. 


NEPTUNE METER COMPANY « 19 West 50th Street, New York 20, N.Y. 
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Letters 


‘What They're Saying About NPN's 


Our 50th birthday number in February left a golden glow of discussion, 
praise and commentary. Here's a sampling of reader reaction 


To THE Epitor: 

The job of making history palatable 
is one of the most difficult a writer or 
group of writers can ever undertake. 
You and your staff have done that 
job to fit the taste of any oil man in 
‘your Golden Anniversary Issue. And 
not only have you looked back with 
flavor, you’ve looked forward with a 
substance and a clarity uncommon to 
most crystal-balling. 

My congratulations on an outstand- 
ing issue and on the 50th year of your 
fine magazine. 

P. C. SPENCER 
Chairman of the Board 
Sinclair Oil Corp. 

New York, N. Y. 


> Congratulations on your Fiftieth 
Anniversary Issue. 

We at Ethyl think that it was in- 
deed a job well done. 

Jim LONERGAN 

Advertising Manager 

Ethyl Corp. 

New York, N. Y. 


> I want you to know that the Fifti- 

eth Anniversary Issue of NPN is the 

best piece of literature ever to serve 

the petroleum industry. Congratula- 
tions, 

Jim HERRIOTT 

Jones-Herriott Oil Co. 

Iowa City, Iowa 


> I have been delighted with the 
contents that have appeared in NPN 
over the last twelve months. 

There is real depth in the reporting, 
and a sincere attempt to point up the 
most pressing problems confronting 
the oil industry today. 

ISADORE L. KIRSCHNER 
Kirschner Bros. Oil Co. 
Philadelphia, Pa. 


> Your 50th Anniversary Issue is a 

landmark in trade journalism. Con- 

gratulations to you and your col- 

leagues for a remarkably good job of 

summarizing the past and the future 

of the oil marketing industry in one 
highly readable issue. 

HowarD UPTON 

Executive Secretary 

National Assn. of 

Oil Equipment Jobbers 

Tulsa, Okla. 


> You have done a very fine job of 
reviewing the past 50 years of petro- 
leum marketing. Your articles con- 
cerning what can be expected in the 
future are also well done. You have 
indeed performed a distinct service to 
the marketing segment of the oil in- 
dustry. 

I feel that you and your staff can 
take a great deal of pride in your 50th 
Anniversary Issue. You are to be 
commended. 

PaUL DEER 
President 
Bonded Oil Co. 
Springfield, Ohio 


> That Anniversary Issue of yours is 

magnificent. Naturally we liked the 

article by our man (Dwight T. Col- 
ley) on the future of the dealer. 

RICHARD BORDEN 

Advertising Manager 

Atlantic Refining Co. 

Philadelphia, Pa. 


> You and your staff devoted a vast 

amount of thought, energy and time 

to this estimable work. The industry 

is indebted to you, and it will surely 
find a way to express its gratitude. 

L. T. WHITE 

Vice President 

Cities Service Petroleum Inc. 

New York, N. Y. 


> This certainly is a valuable con- 
tribution that you have made to the 
petroleum industry. 

I recently attended a large meeting 
of oil men, and I found that your An- 
niversary Issue was frequently the 
subject of conversation. This is furth- 
er evidence of the good job that you 
have done. 

Again congratulations to you and 
your staff. I wish you continued suc- 
cess for the next 50 years. 

RICHARD L. Kuss 
Vice President 
Bonded Oil Co. 
Springfield, Ohio 


Outlook for Commission Agents 


> George Sullivan’s story is a real 
good one (“What’s the Outlook for 
Commission Wholesalers?”—p 128). 
Subjects like this must keep coming 
forth regularly. They sure will keep 


supplier and commission man mind- 
ful of their responsibilities to each 
other and the profitable possibilities 
that are in store for each, once unity 
in operation procedure is established. 
I think great progress is being made 
in the marketing end of the petroleum 
business as to a warmer, more-desire- 
to-cooperate attitude. And, for sure, 
people like you and your associates 
have played a very important part. 
C. H. MILLER 
Sales Department 
The Texas Co. 
Zanesville, Ohio 


What Kind of Stations? 


> Frankly, the predictions of Peter 
Schladermundt in “Human Servicing: 
Key to the Service Station of the 
Future” (p 136) of high-speed auto 
travel of “several hundred miles an 
hour,” and that “in the next 15-20 
years travelers may drive as much as 
1,000 miles a day,” leave me breath- 
less. Our interstate limited access 
highway system now in process hardly 
will be completed much sooner and 
surely is not designed for such speeds. 

The description of the predicted 
“traveldome” is intriguing. I am re- 
minded of a “brainstorm” session last 
June at the New York University 
seminar in retailing for petroleum 
executives. Mr. E. B. Weiss, director 
of merchandising at Doyle, Dane, 
Bernbach, Inc., opened up with a pre- 
diction that “the ‘gas’ station will 
emerge as a new type of outlet for a 
broad variety of non-automotive mer- 
chandise possibly producing a distrib- 
utive upheaval in some merchandise 
categories as drastic and dramatic as 
that induced by the food supermarket.” 
In this connection he said “ ‘gas’ sta- 
tions have not yet been designed to ac- 
commodate this new merchandise and 
to serve it conveniently to the shop- 
per.” 

Out of our brainstorm as to what 
design of service station might best 
lend itself to this new type of outlet 
came the proposal that it well might 
be an aluminum self-supporting dome 
structure of perhaps 300-ft. diameter. 
located in shopping centers or at im- 
portant highway interchanges. 

Through the center would extend 
two traffic lanes—one in each direc- 
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tion—with gasoline pumps down the 
center. The right side of this dome 
would be divided into sections for 
automotive services such as motor 
tune-up, ignition and battery services, 
wheel balance and alignment, head- 
light, break and carburetor service, 
car washing, polishing and waxing, 
cooling system service, lubrication 
service and TBA merchandise. The 
left half of the dome would be divided 
into a lobby or lounge and rest rooms, 
a restaurant, beauty and barber shops, 
apparel shops, jewelry shop, shoe- 
store, drugstore and soda fountain. 

The entire dome would be air con- 
ditioned and have air stream doors at 
each end where cars enter and exit. 
It was assumed all the business in the 
left half of the dome would be oper- 
ated by lessees, and perhaps some of 
the automotive service departments on 
the right side also might be lessee- 
operated. 

As fantastic as the above may be, 
compared to present day service sta- 
tions, you will agree it seems more 
realistic than Mr. Schladermundt’s 
“traveldome—sprawling over several 
acres with swimming pool, tennis 
courts and motion pictures” and may 
materialize long before his predictions 
become a reality. 

D. M. HILLs 

Manager, Market Development 
Sinclair Refining Co. 

New York, N. Y. 


> Peter Schladermundt’s article is, to 
say the least, provoking. Should stim- 
ulate a lot of interest. 
My reactions ran about as follows: 
Wow! 
Nol! 
Maybe? 
Yes? 
Caution, man— 
Fools rush in where angels fear to 
tread— 
Stint not thy mind with weasel 
thoughts—be bold. 
Maybe this guy has something. 
O Tempora! 
Credo! 
My new address: Crater 5, Sun 
Side, Luna, Universe. 
WILLIAM M. SoPHER 
Regional Merchandising Manager 
Union Oil Co. of California 
Los Angeles, Calif. 


> With respect to any long-range 
ideas that Wilshire has regarding re- 
tail marketing, they are not as far 
advanced as Mr. Schladermundt’s. 
We do, however, feel that if today’s 
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conventional service station is to exist 

on a profitable basis, it must expand 

its merchandising efforts to include 

more than the usual petroleum and 
automotive merchandise. 

O. WARREN HILLGREN 

Manager, Advertising 

and Public Relations 

Wilshire Oil Co. of California 

Los Angeles, Calif. 


The Jobber’s Future 


> I am most grateful to have had the 
opportunity to read Jack Hall’s un- 
usually constructive article “What the 
Future Holds for the Jobber Segment” 
(p 126). I hope every jobber and 
every “major” in the business will 
read it. It’s a good down-to-earth dis- 
cussion of the pros and cons of jobber 
operations. 

As to my long-range thoughts on 
the subject, actions speak louder than 
words. Our company’s program in- 
cludes the active solicitation of all of 
the good jobber accounts that we can 
get where such accounts fit into our 
distribution pattern, and the relation- 
ship is of mutual benefit to the jobber 
and ourselves. 

Marc F. BRAECKEL 
Executive Vice President 
Sinclair Refining Co. 
New York, N. Y. 


> I certainly appreciate Mr. J. H. 
Hall’s comments on the future of the 
jobber. Too many of us have a defeat- 
ist attitude which tends to jeopardize 
this business of free enterprise. 

I'll go along with Mr. Hall and not 
spend my time worrying about the 
future of the jobber but, more espe- 
cially, work in the best interests of the 
jobber and myself in this wonderful 
industry of petroleum marketing. 

J. I. Katser 
EC Golden Rule Oil Co. 
Eau Claire, Wis. 


> I agree with Mr. Hall concerning 
the important role of the jobber in 
marketing. I also think it is tremen- 
dously important to the marketing 
segment of the industry for the jobber 
to continue in a position of impor- 
tance. However, I probably am not as 
optimistic as he on the possibility of 
the permanency. 

The reason for my pessimism is 
the policy pursued by so many of the 
major suppliers, which eliminates the 
jobber completely. I know this theme 
is threadbare, and I fail to find a 





EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 
Coupling 


EVER-TITE Dust Protectors 


(To obtain more data on advertised products see page 170) 





MADE TO STAY 
GOOD AS NEW 


Industrial 
Work Wear by 
ey 2) 


LEEe s 


Tailored to look and fit better... 
toughened to last longer! 


ae 


Whatever your specific needs are, 
Lee tailors the clothes to fit the job 

. and tailors them tough, to look 
and fit like new, month after month 
of hard, dirtying work. 


They have to stand up... Lee guar- 
antees them! For full details, write: 


THE H. D. LEE CO. 


GENERAL OFFICES 
117 W. 20th ST., KANSAS CITY 41, MO. 
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Letters 


marketing representative who does 
not agree. But I likewise have been 
unable to find a marketing representa- 
tive who is willing or capable of doing 
anything about it. 

It is my sincere belief that unless 
something is done to correct the situ- 
ation, the jobber will be eliminated 
either through governmental regula- 
tions or because of his inability to re- 
main solvent as a result of the unfair 
practices of suppliers. 

E. K. BENNETT 
E. K. Bennett, Inc. 
Longview, Tex. 


Outlook for Private Branders 


> The future, of course, is complex; 
but as stated so plainly by Harry Read 
in “What’s in Store for the Private 
Brand Marketer?” it will be deter- 
mined inevitably by price differentials, 
type of facilities and accompanying 
merchandising. Anyone who can pre- 
dict these relative factors can make 
a pretty fair estimate on the future 
of the private brand marketer. 
J. R. FLEMING 
Vice President and Sales Manager 
Signal Oil Co. 
Los Angeles, Calif. 


> The [private brand] article was a 

thoughtful and well written outline of 

general conditions affecting the trade, 
and I enjoyed reading it. 

J. M. HouGHLAND 

President 

Spur Distributing Co. 

Nashville, Tenn. 


Broader Fuel Oil Coverage 


> Congratulations on your 50th An- 
niversary Issue, especially the fuel oil 
section, and more specifically the arti- 
cle “Heating Oil: the First 50 Years” 
(p149). 

Keep up the good work, and do 
everything you can to expand your 
objective section on fuel oil. The in- 
dustry needs much more of such ef- 
forts. 

CHARLES H. BURKHARDT 
National Secretary 
Distribution Division 
Oil-Heat Institute of America 
New York, N. Y. 


> I don’t like to fault your superb 
February issue, but gas must have 
more than 3% of the heating market 
(page 112), No? 
| Oe 
Milgrenburg, 


HARRICKSON 
Ne ks 


Yes. A slip of the type made 33% into 
3%. 


® Please stop the suspense and end 
the article on page 155. 

TED HUNTER 

Hunter Oil Co. 

Cane, N. H. 


The printer dropped the last line, which 
read simply, “me”. 


The Alumni Speak 


> Congratulations and best wishes to 
you and the entire staff in this the 
50th anniversary year of NPN. May 
there be scores and scores more of 
anniversary celebrations for what is 
truly one of the world’s greatest busi- 
ness papers. 

I only wish there could be a way 
for some of us members of the “Platt 
Alumni Association” to gather in 
cheer and good fellowship because 
we've been privileged to share in the 
publishing of NPN. 

WILLIAM C. UHL 

Public Relations Dept. 

Esso Research & Engineering Co. 
Linden, N. J. 


> I spent a very enjoyable evening 

yesterday going through the pages of 
the Anniversary Issue. 

It was an outstanding job—in- 

formative, exciting and fun to read. 

My sincere congratulations and 

best regards. 

Epwarp H. DEHaRT 

Managing Editor 

Engineering News-Record 

New York, N. Y. 


Mr. DeHart is a former managing editor 
of NPN. 


One More Old Timer 


> Highest congratulations on your 
50th Anniversary Issue of February. 
I am greatly enjoying its contents. . . 

But the omission of H. L. Loreman 
on page 203 (“An Honor Roll of 
Veteran Distributors”) was disap- 
pointing. 

Wishing you continued success in 
your many contributions to the petro- 
leum industry. 

H. L. LorEMaAN, Jr. 
H. L. Loreman, Inc. 
Salisbury, Md. 


NPN welcomes H. L. Loreman to its 
expanding honor roll. 


NEXT MONTH 


Another high point in NPN's 
50th anniversary year—a special 
issue on the U.S. jobber today. 
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Isn’t THIS what you want in an 
UNDERPUMP CHECK VALVE? 


4111 ¢ 1%” ball 
check valve 




















- 


WRITE FOR FULL DETAILS AND SPECIFICATIONS 
BUCKEYE IRON & BRASS WORKS, Dept. N 


Box 883, Dayton 1, Ohio 


QUALITY VALVES & FITTINGS 
FOR THE OIL AND AVIATION INDUSTRIES 
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SERVICE, above all? Full-flow without vibration or 
restriction? Positive seating? And don’t you want full 
and easy accessibility for service? We're sure you do 
... and we’re sure you'll like the new Buckeye Model 
4111 Ball Check Valve! 


NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off “O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 

LOW PRESSURE DROP 


New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
reduces pressure drop well below that of conventional 
disc or poppet designs. (See graph.) Cast guides, inside 
the body, guide the ball as it lifts from seat. 


Available in several combinations for connection 


(To obtain more data on advertised products see page 170) 








PUMPS designed for the Future 














LOW SILHOUETTE... 
LOW ORIGINAL COST 





LOW INSTALLATION COST 
LOW COST MAINTENANCE 
SALES BUILDING BEAUTY 


New as tomorrow... new island appeal. The most 
modern pump designed ... developed and perform- 
ance-proved to give maximum service in every station. 
Low profile . . . long service. The latest in fine pumps 
produced by Wayne. 


The Wayne 400 Series — Model 400 (48” high) utilizes 

overhead station lighting, Model 420 (52” high) with 
fluorescent lighting — offer more of everything wanted in a 
pump. More of everything needed to keep stations ahead 
in sales and profits. 


Single outlet; 2-outlet single product; and 2-outlet two-product 
pumps available in both suction and remote type in same 
size housing. 


These pumps will add eye appeal to your station. Help sales 
. .. put extra profit in your cash drawer. Write for 
complete specifications and folder to 


THE WAYNE PUMP COMPANY 
Division of Symington Wayne Corporation 
SALISBURY, MARYLAND 

WAYNE PUMP CANADA, LIMITED, TORONTO, ONT. 





al 


MODEL 400 MODEL 400-1 
Suction Pump Remote Dispenser 


LOW SILHOUETTE 


if 


fh 
' 
t 


: 


EASILY READ DIAL FACE 


LOW COST MAINTENANCE 


LONG LIFE SOLO 
PUMPING UNIT 





NICOSON’S SUNOCO Service 
Station, Terre Haute, Indiana. 


THE NATIONAL INCENTIVE PLAN increased sales and 
lowered operating expenses in this busy service station. 


“Our Cational Incentive Plan 


saves us 2,600 a year... 


pays for itself every 11 months.”’—nicosen’s Sunoco Service Station 


Terre Haute, Indiana 


““My employees and I are very satisfied 
with our National Incentive Plan,” 
writes Max Nicoson, operator of Nico- 
son’s Sunoco Service Station. “We 
would never consider resuming our 
former method of operation. 

“The National Incentive Plan has 
improved our business in many ways. 
Sales have been greatly increased as 
my employees are anxious to increase 
their commissions. The excellent con- 
trol provided by the National Incentive 
Plan eliminates cash shortages and the 
problem of lost charge slips. And my 


payroll expenses are always in line with 
profits since commission salaries fluc- 
tuate with increases or reductions in 
the volume of business. 

“We firmly recommend the National 
Incentive Plan to any service station. 
Our records show it saves us $2650 a 
year... pays for itself every 11 months.” 


Paz Wtteder. 


Operator of Nicoson’s Sunoco Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 75 YEARS OF HELPING BUSINESS SAVE MONEY 


14 (To obtain more data on advertised products see page 170) 


Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly 

through savings, then - W884 
continue to return a ’ oF 
regular yearly profit. 

National’s world-wide 

service organization 

will protect this profit. 
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Money-Making Ideas 


* Le ee we Ft el ws 


All Steamed Up 


TIMES SQUARE? No—Denver, Colo. Live steam spews from five of Conoco’s 
award-winning “Hottest Brand” posters in the Mile-High City. The branding 
iron flashes red. More of the dramatic boards are going up in Conoco’s 27-state 
marketing area. The steam is produced by a natural-gas-fired boiler, timed to 
operate automatically from 7 a.m. to midnight. 


$ 


DON’T THROW IT AWAY. Old 
trucks, pumps and equipment can be 
colorful display material during 1959, 
oil’s centennial year. At a station or 
bulk plant, stand an old hand pump 
next to a modern model. It’s a natur- 
al way to plug your company’s and 
the industry’s progress. 


$ 


HERE’S ANOTHER WAY to ride 
with oil’s birthday. In advertisements, 
use the theme, “Oil does everything,” 
mentioning fuels, chemicals, synthe- 
tics. Tie in your company, using the 
motto, “If we can’t do it, nobody 


can.” 


SPEAKING OF BIRTHDAYS, your 
customers have them too. A Midwest- 
ern jobber makes birthdays work for 
him. He sponsors a local disc jockey 
show. Each day, a “birthday corner” 
lists customers celebrating that day. 
Names and birthdates are collected by 
dealers at the same time customers 
fill out credit applications. For each 
person mentioned, there’s a gift wait- 
ing at his local station. 
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THE INSECT WAR is about to be- 
gin again. Bug bombs and insecticides 
are perfect specialty products to push 
this time of year. A Southeastern 
jobber uses fly-swatters as station give- 
aways and trains his men to launch 
into a short sales talk for insect 
spray as they hand customers their 
swatters. 


BOATING SEASON is on the way 
(see page 118). Many majors publish 
comprehensive boating guides. Local 
marketers can lay in a stock of them 
for boat-owning customers. Some job- 
bers go a step further. They issue sup- 
plementary bulletins giving local boat- 
ing conditions, good fishing spots, 
weather forecasts and, of course, 
plugs for their products. 


$ 


SOCIAL TIP to marketers: Meetings 
and conventions are good spots to 
drum up business, if your salesmen 
don’t stick together in one group. One 
sales manager tells his men, “No more 
than one salesman to an elevator.” 
He makes his point. 








ROTABOY- 
COUNTER 


MEASURES AS IT 
pumps 20 


6.P.M. 


2 Units 
5 oe 


At Really 


Low Cost 


CONSTRUCTION 


For complete customer 
satisfaction, use this fast 
20 G.P.M. Rotaboy with 
built-in counter ... it 
costs little more than 
pump alone. Over 20 out- 
standing models tochoose 
from, all “‘job-designed”’ 
to fit the particular need. 





Model 1230€, at top, for in- 
stallation on all types of 
aboveground tanks. Model 
1200C, above, for “direct- 
mount” on underground 
tanks. 


At left is Model 1250C, 
pedestal base style. 








INDUSTRY 
Write For NEW Catalog 


WILLIAM WILSON’S SONS, INC 


t 
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Snap-Tite couplings stop the flow instantly” 


Snap-Tite provides instant shut-off wherever fluid coupling is needed. 


Snap-Tite couplings connect and disconnect quickly and fully—they automatically 
open line flow when connected; positively seal your line when disconnected—with 
no “ifs”, no chance for human error. 


Snap-Tite couplings are available in sizes from 14” to 10” ID in all machinable 
metals. For more information, write for Snap-Tite catalog and, if you wish, de- 
scribe your problem. Your local Snap-Tite representative will be glad to advise you. 


SNAP-TITE COUPLINGS CAN HANDLE ALMOST ANYTHING THAT FLOWS 


* 


i icite SNAP-TITE, INC. * UNION CITY, PA. 


(To obtain more data on advertised products see page 170) NATIONAL PETROLEUM NEWS * April, 1959 








What They re Saying 


About gasoline taxes... 
new products... automa- 
tion...dealer acceptance 


¢The contemplated increase in 
gasoline road-use tax hits a vital in- 
dustry where the impact will be im- 
mediately felt by the consumer. Taxes 
should be levied on the non-essentials 
before the necessities. Cigarettes and 
alcohols are very widely used, but are 
not necessities. There is a far more 
logical area for increases.” W. H. 
Nickell, past president, California Pe- 
troleam Marketers Council. 


(CAs excise taxes upon fuels rise, 
use of fuel by motorists tends to de- 
crease—or at least not to grow so 
vigorously. The combination of events, 
with its potential impairment of the 
industry, is one that causes oilmen 
growing concern.” David A. Shepard, 
executive vice president, Standard 
Oil Co. (N.J.) 


(No one can relax—even if he 
makes a top-quality product. For 
while you stop to pat yourself on the 
back, someone’s sure to come out 
with a better product—especially if 
his product research and development 
facilities are well organized.” O. V. 
Tracy, vice president, Esso Standard 
Oil Co., to chemical manufacturers. 


(¢Automation’s most important im- 
pact will not be on employment but 
on the qualifications and functions 
of employes. . . . Automation will 
upgrade the semi-skilled operator of 
today, multiplying his income. Auto- 
mation will cut into some fields of 
employment but will create others. 
The really serious problem is how to 
upgrade whole segments of the popu- 
lation in a very short time.” James 
E. Trainer, executive vice president, 
Firestone Tire & Rubber Co. 


(¢ If a jobber thinks he can keep 
relatives on the payroll just to give 
them an income, he can’t compete... 
Recently no less than 25 jobbers 
and 50 to 75 distributors called on 
me. In each instance, I urged them 
to cut down on expenses.” Charles J. 
Guzzo, vice president, Gulf Oil Corp. 


NPN’s Saying-of-the-Month 





CIf the majority of your dealers 
don’t go for a new product or a new 
system, it won’t work.” Willard W. 
Wright, marketing vice president, Sun 
Oil Co. (reporting that Sun’s blending 
pump has caught on). 
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AL bie: « 


CAL Viscount I refuels at Colorado Spri : i = 
Hydrant fueling system with REDA jet Fu Saecoliie fenee 


Last year, Continental Air Lines conceived the idea of using a 
operated underground hydrant system as a practical and veuaaind saa 
of refueling its new Viscount turbo-prop and Golden Jet 707 airliners 
This system, utilizing Reda Jet Fuel Submergible Pumps, has proved to be 
less expensive in both installation and maintenance than a conventional 
a tender system would have been. 

ontinental’s system uses a simple hydrant so located that irli 

can be refueled on the loading hrs A'10 H.P., 220-volt Rede Jer Focl 
Submergible Pump is installed in each of two, 10,000 gallon underground 
tanks connected by a common header. The fuel is pumped through the 
header to the filter separator, and then to the hydrant on the loading ramp. 
The pumps are automatically controlled at the hydrant by an explosion- 
proof remote switch located on the hydrant service cart. This cart is used 
to transport and store the aircraft fueling hose. 
_ The performance of Reda Jet Fuel Submergible Pumps in these 
installations has been so sufficiently satisfactory that their use has been 
extended to several more double hydrant systems, at other Continental 
refueling points. 
CHECK THESE IMPORTANT ADVANTAGES: UNDERGROUND 
INSTALLATION — no surface structures — NO EXPLOSION HAZARDS 
— U/L approved models — NO STUFFING BOXES TO LEAK — motor 
and pump in one unit — HIGH VOLUME AT REQUIRED OPERATING 
HEADS — for single or double underground hydrant refueling systems. 


Contact REDA today for submergible pumps especially designed to 
meet the exacting requirements of underground pumping systems! 


























[ 
els 


we REDA PUMP. 


. BARTLESVILLE, OKLAHOMA — 
World's Largest Manufacturer of Su EEE cepa! 
Oil, Brine, Water, Gasoline, Jet Fuel, Chenicals sea LPG, bi wee - 
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THIS IS A 
PICTURE 


OF A 
BATTERY 


PW -Teluhs 
TO BE 


SOLD 


The No. 1 


cause of road hrishalowse .»» battery 


system failure... is a rich market to cultivate 


You can sell batteries .. . every other car on the road 
is going to need one during the year. The reality of the 
situation is pointed up by the A.A.A. announcement that 

battery system failures are 
the No. 1 cause of on-the- 
road breakdown. But you 
have to merchandise bat- 
teries and it takes some 
doing. 

The Fox 200 Tester, 
illustrated, is an integral part of several battery merchan- 
dising programs. It is used every time a hood is raised. 
It completely tests 6 or 12 volt batteries by attachment to 
terminals only. It makes four checks: 1.) Charge in 
battery; 2.) Condition of battery; 3.) Car charging 
system; 4.) Car system electric shorts and leakage. 

The Fox 200 Tester will sell one new battery every 


time ten are tested. It will also show that four of the 
ten batteries need to be charged. 

In some battery merchandising plans, a Battery Sales 
Center, offering a FREE BATTERY CHECK, is used to 
remind motorists, as well as station attendants, of the 
need for regular battery testing. The Fox Sales Center 
provides space for new battery display and storage for 
tester, charger and other battery service tools. 

Fox engineering experience and equipment covers 
every battery servicing and selling need. In addition, Fox 
can develop new equipment or modify existing designs 
to meet your particular needs. 

The increase in your battery sales depends upon 
what you do about it. Get in touch, today, with Battery 
Merchandising Department, Fox Products Company, 
4710 N. 18th St., Philadelphia 41, Pa. Phone: DAven- 
port 9-2700. 


FOX METHODS AND EQUIPMENT 


— — 


FOR SELLING AND SERVICING BATTERIES 
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Seven years, millions of retail gallons... 


. +haree Hire ppp 


“never a truck meter out of service!” 


Florida fuel oil dealer cites unfail- 
ing performance of A. O. Smith 
meters, credits them with helping 
serve 38% more customers per day 
with resultant cuts in cost per gal- 
lon delivered. 


iG 
a} GOOEY 
PUBL ONL ta 








cY) 

















Johnson's home delivery fuel truck features dual meters — 
one for a line feeding out of the right side, one in rear for a 
left side line. Drivers can make deliveries from either side 

of the truck without turning around, backing up or entering 
driveways. Seventeen of the Company’s trucks are equipped 
with dual meters. 


Mr. L. A. Johnson of the L. A. Johnson Fuel 
Company, Orlando, Fla., says, “Millions of 
retail gallons have been accurately measured 
by our Smith meters and we have never had 
one truck out of service due to a meter 
break-down!” 
Mr. Johnson also lauds the way A. O. Smith 
worked with his organization to come up 
with a twin metering system on their trucks 
(see diagram). “After 7 years’ operation,” 
he adds, “we’ve upped gallonage per truck 
... cut delivery cost per gallon... serve 38% 
more customers daily ...and reduced acci- 
dent losses by 52%! Our dual service equip- 
ment has made single meter trucks as old 
fashioned as the horse-drawn oil truck!” 
This case is typical of the way A. O. Smith 
works with its customers to develop ways and 
means to solve specific problems. Contact 
your representative or write direct. 


sh research 


Throug ES a better way 
AO. made 
or e ae AS N 


Smith-E 2. Division 


Factories: 5715 Smithway St., Los Angeles 22, Calif.; Erie, Pa. 
Offices: Atlanta 5, Ga.; Chicago 3, IIl.; Houston 2, Texas; 
Los Angeles 22, Calif.; New York 17, N. Y. Oakland 21, Calif.; 
Tulsa, Okla. Canada: Toronto 12, Vancouver 1 
A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U.S.A. 
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Another RED JACKET 
remote pumping first... 


melts at 160°F. 
to release valve 
arm and shut off 
flow of gasoline. 


on valve will 
break before 
pipe, to release 
arm and shut 
off flow of 
gasoline. 


releases valve 
arm in event of - 
severe blow, 
excess heat or 
break at shear 
point, 








{on opposite side) makes it 
possible to test entire remote 
pumping system with pnevu- 
matic or hydraulic pressure 
without breaking lines. 


can be supplied without leak de- 
tector. Leak detector can easily be 
added in the field. 


Here’s another Red Jacket first that gives 
you a safety check valve and an optional leak 
detector in one economical unit. Installed in 
the base of a dispenser, it automatically cuts 
off flow of gasoline in case dispenser is dam- 
aged or broken off by impact from an auto- 
mobile or truck. It also will cut off flow of 
the product in case of fire near the dispenser. 
The optional leak detector can be supplied 


SSTTTR Ta 





petroleum 
pumping 
equipment 


RED JACKET 
MANUFACTURING 


BT Wi Jal ele] a em lehyae! 
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(Optional) closes 
valvetemporarily 
when there is a 
slow pressure drop. 


swings to closed position, 
shown in red, when released 
by heat or impact to close 
check valve. 








with valve or added later. This device will 
not put a dispenser out of business, but will 
warn the attendant before any volume of 
valuable gasoline can be lost. Where several 
dispensers are supplied by one remote pump, 
only one safety check valve needs a leak de- 
tector to indicate pressure loss in the entire 
system. Contact your nearest Red Jacket 
representative or the factory for details. 


Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. 

R. M. “Mac” Crowder, 5719 W. Hanover St., Dallas, Tex. 
Henry D. Fairlie, 76 Beaver St., New York 5, N. Y. 

R. L. Faubion, Sr., 2525 S. W. Bivd., Kansas City, Mo. 

Joe R. Mooney, 3162 Chartres St., New Orleans 17, La. 

E. P. “Ted Mueller, 784 Jersey St., Denver 20, Colo. 

R. E. Sanderson, 222 11th St., San Francisco 3, Calif. 

A. R. Sedgebeer, 2711 So. Hill St., Los Angeles, Calif. 

A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Ill. 

Gardner Udell, 1620 E. New York St., Indianapolis 1, Ind. 
Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. 

C. E. “Red” Weaver, 4223 Cincinnati-Brookville Road, Hamilton, 0. 
John F. Young, 6800 Kelly St., Pittsburgh 8, Penn. 

E. “Al” Zahl, 1516 So. 5th St., Minneapolis, Minn. 
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Trading stamp bonus is another come-on 


Chicago Powerama station plays up merchandising giveaways 


Some stations give free shine with purchase 


Car wash is tied in with gasoline purchase. So are free towing, S&H stamps 


The Midwest: Giveaway Fever Grips Chicago 


MARKETERS in Detroit and some 
pire Coast cities may dispute it, but 
Chicago appears to be the leading 
contender for the dubious honor of 
being the nation’s 
No. 1 service sta- 
tion merchandise 
giveaway ~ center. 
You name it, 
some Chicago 
station has it— 
from a half dozen 
eggs to free shoe- 
\ shines. 

i= Chicago has 
AY been pulling 
ahead in the 
giveaway race 
during the last few years, and it seems 
to have started lapping the field in 

the past 12 months. 


By Lewis Brigham 


It’s not just the private branders 
involved—almost all the city’s major 
company dealers have been forced to 
join in. Once they’ve picked up the 
giveaway habit, they can’t kick it. 

Here are just a few items which 
figure in Windy City dealers’ inven- 
tories: 

e Half pounds of coffee. 

e Choice of Sunday papers. 

e Half dozen eggs. 

e Large boxes of soap powder. 

e Nylon stockings (for 59¢). 

e China (on a_ one-piece-at-a- 
time basis to encourage repeated 
stops). 

e Glassware (on the same basis as 
china). 

e Soap, toilet tissue and cigarettes 
(for 20¢ a pack). 

Most of these items are pegged to 
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the purchase of so many gallons of 
gasoline, generally from 7 to 10 gal- 
lons. But there are other wrinkles. 

At any given time in Chicago there 
are almost as many different prices 
for car-wash jobs in a 10-block area 
as there are stations. These run from 
49¢ to a “normal” high of $1.75 to 
$2. But in-between offerings of 69¢, 
89¢, 98¢ and $1.29 can be found. 

The price, of course, depends on 
whether the dealer’s using the wash 
to sell gasoline or actually trying to 
get into the car-wash business. 

One Chicago dealer on the west 
side of the city has carried the car 
wash-gasoline purchase tie-up to the 
point where for 98¢ and an eight-gal. 
purchase the driver gets a wash, 
vacuumed interior, free shoeshine and 
free road service if his car breaks 


21 





Regions 


down within five miles of the station. 
Gallonage is reported at 100,000 
monthly. 

Then there are the multiple choice 
“bonuses” offered primarily by the 
larger private brand chains. Martin's 
Oil Service stations, for example, give 
the gasoline buyer a choice of four. 

He can take: 1) Martin’s own 
stamps, 2) a 2¢-gal. cash discount in- 
stead of stamps, 3) the same 2¢ gal. 
in his tank, or 4) a couple bars of 
soap, or else toilet tissue. 

How did it all start? Most Chicago 
area marketers agree that the race 
got underway a few years ago when 
Standard of Indiana and Sperry & 
Hutchinson Co. came to terms. 

The greater Chicago area’s stamp 


AT LOW COST 


Morrison Line Strainers and Swing Joints 
Are Built for Important Protection 


A valuable pump is wrecked. A fine costly meter is 
It happened because foreign substance 
was pumped through the lines into the highly important 


utterly ruined. 


mechanisms. 


swing joints. 





Fig. 285 


rt 8 


Losses are increasing steadily due to leaky, inefficient 


These Morrison line strainers and swing joints, inex- 
pensive though they are, will prevent many breekdowns 
and loss of time and products. 


Please write for full information, 


consciousness is dominated by S&H 
green stamps. Faced with Standard’s 
stamp merchandising, other area ma- 
jors had to use stamps themselves 
(usually not S&H) or else get into the 
consumer merchandise field. 

Some companies, such as Okla- 
homa Oil, have developed their own 
stamps and _ redemption centers. 
Others have tried operating with com- 
petitive stamps. But, by and large, 
area marketers are forced to turn to 
merchandise giveaways. One major 
official in Chicago says, “It’s the only 
thing we've got left to offset Stand- 
ard’s S&H stamp program. Other- 
wise, we'd just have to sit on the 
sidelines.” 

Of course, some majors have tried 











Fig. 365 


MORRISON BROS. COMPANY 
Git EQUIPMENT HEADQUARTERS 


DUBUQU E,; 
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tc formalize these merchandise pro- 
grams to deepen their impact and pull 
them above the pure giveaway level. 

Shell, for example, has spring and 
fall tuneup campaigns and offers pic- 
nic coolers and blankets at greatly 
reduced prices to tuneup customers. 
“Many of our stations have bounced 
right back with these programs,” says 
Harry Krass, Shell’s Chicago division 
merchandising manager. 

Krass also says that his company’s 
“Silver Dollar Club” has been an ef- 
fective selling aid for dealers. If a 
customer buys 100 gal. of gasoline, 
he’s entitled to a silver dollar or a set 
of glassware that retails for more 
than a dollar but costs the dealer 72¢. 

In short, the market picture is one 
in which the posted price becomes, 
according to one marketer, “a sort of 
reference price” from which the cus- 
tomer works downward in merchan- 
dise. He says, “There used to be the 
cay when we'd call on a dealer and 
discuss his sales picture in terms of 
service and sharp merchandising. To- 
day when we go in the first question 
we ask is ‘what new giveaway gim- 
micks have you dreamt up?’ ” 

Nor does the outlook indicate any 
change in the immediate future. Pri- 
vate branders in the area traditionally 
have offered merchandise bonuses. 
Standard still has a firm grasp on 
trading stamps, coveted by most Chi- 
cago householders. Of course, some 
dealers can get the same stamps, but 
not in areas immediately adjacent to 
Standard outlets. 

The result is that the rest of the 


| major company dealers have accept- 
| ed merchandise giveaways as a fact 


of life. They stoically take the position 


| that it’s a case of either merchandise 


or be knocked out of the market. 


| »A common carrier products pipe- 
line from Detroit to central Michigan 


is scheduled to be in operation this 
summer. 

Buckeye Pipe Line is building an 
8-in., 70-mile line from Wayne to 
Flint, Mich., west of Detroit. This will 
connect with another line Buckeye’s 
building into the Detroit refining area. 

Buckeye plans also to convert a 
crude line south from Wayne into a 
products line, affording products 
transport into Ohio markets from the 
Detroit area. Scheduled completion 
is mid-1959, 


DON’T THROW AWAY 
YOUR MAPS 
The Southwest and West Coast are still 
in the Union. But they weren’t in last 
month’s Regions section because a last- 
minute change crowded them out. NPN 
begs pardon and welcomes these two re- 


| gions back this month. 
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WHY VALVE LUBRICATION SAVES MONEY 
TROUBLE STARTS WHEN METAL RUBS METAL... 


Under the microscope, metal that appears mirror-smooth to the naked eye shows 
as sharp mountains and deep valleys. This roughness, combined with the heat and 
pressure of metal-to-metal rubbing, causes valve trouble in the following ways: 


STICKING SHEARING PLOWING 


“Cold Welding” occurs when friction or The “hills” of one surface gouge into lf one surface is even slightly harder 
pressure welds the peaks together. The the hills of the other surface causing than the other, the hard peaks act like 
result: sticking. further sticking and scoring. a “plow”. Leakage soon results. 


BUT, WITH ROCKWELL-NORDSTROM VALVE LUBRICATION... 


metal-to-metal contact is eliminated. Here’s what happens when metal-to-metal 
surfaces are lubricated: 


SLIDING ROLLING SEALING 


Lubricant prevents friction heat, elimi- Lubricant becomes millions of tiny bear- Pressurized lubricant forms an im- 
nating danger of cold welding and as- ings . . . metal surfaces actually never penetrable, continuous seal against 
suring easy movement. come into contact with one another. leakage. 


LONGER LIFE, LOWER COST, better valve service re- 
sults when you specify Rockwell-Nordstrom lubri- 
cated plug valves. Notice in the drawing at the left 
how lubricant protects all the working surfaces and 
seals positively against leakage. Since lubricant elim- 
inates adhesion, shearing and plowing, Rockwell- 
Nordstrom valves cost you less to use. . . year after 
year. Rockwell-Nordstrom valves are available in a 
complete range of sizes and pressure ratings to answer 
every flow control need. They cost no more to buy, 
often less, than ordinary valves. See your nearest 
supplier or write Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. for complete details. 


Canadian Valve Licensee: Peacock Brothers Limited 


ROCKWELL-Nordstrom VALVES 


zz ROCKWELL® 


MANUFACTURING COMPANY 








» DELIVERS MORE GALLONS— 
WITH LESS WORK 
On farms and construction jobs 


in garages and factories 


BENNETT BIG 
TRANSFER PUMP 


Sturdy all-metal construction withstands roughest 
treatment. High vacuum self-priming Big G delivers 
a constant flow of 20 gallons a minute — with up to 
a 20-foot lift. 
Big G pumps... 

© KEROSENE © FUEL OILS © MOTOR OILS 

© GASOLINE ® LUBRICATING OILS 

© OTHER FLUIDS FROM SKID TANKS AND DRUMS 
Bronze automotive-type pistons with rings assure 
dependable service under severe conditions. Vacuum 
breaker prevents siphonage and provides complete 
hose drainage. No foot valve. Wide variety of models. 


Patent 2,843,051 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 4 ctat 
IN CANADA: JOHN WOOD COMPANY LIMITED Li [ele}) 
Toronto © Montreal * Winnipeg © Vancouver 


(To obtain more data on advertised products see page 170) 
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Regions 


The Southwest 
Gulf Oil gets ‘A’ for 


press relations effort 


SOUTHWEST OIL NEWSMEN got 
a clearer understanding in February 
of what Gulf Oil Corp. was talking 
about last fall (NPN—Nov., p77) 
when it revealed 

plans to cam- 

paign more ac- 

tively in elec- 

tions and_ take 

other steps to 

present manage- 

ment’s side of 

controversial mat- 

ters. Here’s one 

who liked what 

he saw. 

Gulf had a By Marvin Reid 
strike called at 
its 285,000-b/d Port Arthur, Tex., 
refinery late in January by Oil, Chem- 
ical & Atomic Workers. Instead of 
sitting back and keeping quiet about 
the issues involved, Gulf used every 
means to get its side of the hassle be- 
fore the public. 

In the past, generally speaking, 
refinery management has been in- 
clined to feel that nothing could be 
gained by airing labor-bargaining dis- 
putes publicly. Rare has been the 
occasion, on the other hand, when a 
union official has turned down the 
opportunity to do so. The result has 
been that unions got their side of dis- 
putes played up in the press. The pub- 
lic seldom has been aware of the 
companies’ reasoning or defense. 

There are two ways of looking at 
this “public airing” matter. The indus- 
trial relations manager of another 
company says his management feels 
that to make public statements “just 
gets us into a sneezing contest with 
a skunk.” 

But I still like Gulf’s “new” way of 
sneezing right back. 

Gulf apparently has become aware 
of the fact that when an industrial 
plant employing several thousand 
workers is idled, it’s news. The public 
press is going to report it. Every 
worker, every merchant, every sub- 
contractor, and multitudes of others 
who depend on that plant want to 
know what the score is. 

A reporter, unless unusually biased, 
is going to try to report for all these 
people all the news he can gather 
from both sides. If one won’t talk and 
the other will, it’s obvious how his 
story will turn out. 

When the Port Arthur negotiations 
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collapsed, Gulf immediately issued a 
five-page statement giving its side of 
the dispute. Gulf followed this up by 
publishing the statement in full-page 
advertisements in a number of news- 
papers. 

OCAW, knowing the value of pub- 
licity, refuted Gulf’s statement and 
made charges of its own. Gulf came 
right back with additional statements. 
It finally developed into a real slam- 
bang “sneezing” affair. 

It might be pointed out, also, that 
Gulf’s public relations department in 
Houston, headed by A. F. Lorton, 
Ji., made a special effort to see that 
statements issued by management got 
to the various news outlets in time for 
their various deadlines. The state- 
ments were issued fast—sent out by 
special messenger or telephoned to 
reporters. 

This way, a union blast in an after- 
noon newspaper might be countered 
with a Gulf statement in another 
newspaper the next morning. The 
company didn’t wait several days like 
others have done, until various direc- 
tors and department heads passed on 
them. 

And, it might be added, Gulf’s 
statements weren’t just a lot of words. 
They put forth in plain language the 
company’s position and arguments. 

It was a wonderful, somewhat uni- 
que experience to call Gulf people for 
information not in the statements. 
There was none of this “no comment” 
stuff. Gulf tried to answer questions. 

Gulf and OCAW finally reached 
some sort of gentlemen’s agreement 
at the bargaining table, and they 
slowed down on their statements 
blasting each other. By then, however. 
Gulf had explained its stand to the 
public. More significantly, perhaps, 
the company had stifled the union’s 
desire for public debate. The slow- 
down in statements, however, didn’t 
cut off significant news of bargaining 
developments from either side. 

By contrast, the majority of other 
Gulf Coast companies involved at the 
same time in labor negotiations stuck 
with old policies of saying little “for 
the record.” 

Reporters could get filled in on de- 
velopments at a particular refinery, 
but often they had to go to labor ex- 
perts of other companies for the in- 
formation. Any time such information 
has to be gathered second-hand. of 
course, there’s risk of error. 

If Gulf and others will now extend 
this “open-door” policy of public re- 
lations to all subjects and depart- 
ments, the companies may be sur- 
prised at how fair-minded the general 
public can be. 
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YEARS OF CHEMICAL EXPOSURE 
CAN’T KNOCK OUT THIS 
PETROCHEM FIRE HOSE 


OIL-RESISTANT 


NEOPRENE TUBE 


Strong, lightweight, extremely flex- 
ible, and easily folded, ‘‘Quaker’’ 
PETROCHEM is ideal for fire- 
protection where acids, alkalies, 
and hydrocarbons ruin ordi- 
nary hose. 


Many large chemical plants (typi- 
cal case histories on request) report 
PETROCHEM hose still going 
strong after as long as four years’ 
constant exposure to sulfur, chlo- 
rine, solvents, etc., where hose 
previously had to be replaced two 
or three times a year. 


THERMO/D p 


OIL-RESISTANT 
OUTER COATING 


Neoprene inner tube and neoprene- 
impregnated ‘‘Dacron’”’ jacket give 
PETROCHEM maximum corrosion- 
resistance. And PETROCHEM is 
the only all-synthetic fire hose with 
UL approval. 


Ask the Thermoid industrial distrib- 
utor about PETROCHEM “White’”’ 
and PETROCHEM “Black”’ fire 
hose to meet the severest require- 
ments of the oil and chemical indus- 
tries. Or write Thermoid Division, 
H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


p DIVISION 


H.K.PORTER COMPANY, INC. 


Divisions: Connors Steel, Delta-Star Electric, Disston, Forge and Fittings, Leschen Wire Rope, 
Mouldings, National Electric, Refractories, Riverside-Alloy Metal, Thermoid, Vulcan-Kidd Steel, 
H. K. Porter Company (Canada) Ltd. 
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Regions 
The East 


State's solons tee off 
on turnpike stations 


TWO LAWMAKERS in Connecticut 
don’t think much of the service mo- 
torists get at service stations on the 
Merritt and Wilbur Cross Parkways. 

Suppliers _in- 
volved — Tide- 
water, Crown and 
Calso—say they 
are concerned 
about the criti- 
that windshields 
often are not 
cleaned; that 
there’s a lack of 
automotive sup- 
plies, particularly 
certain grades of 
motor oil; that 
vending machines are not properly 
stocked. It reflects on the service mo- 
torists can expect at their other out- 
lets, they admit. 

But there’s not too much they can 
do about it. Stations are leased to 
dealers who are independent business- 
men. It’s the old marketing problem— 
trying to get dealers interested in 
perking up their service. 

The problem is complicated by 
regulations issued by the state through 
the state highway commissioner, 
whose department supervises the sta- 
tions. 

And it’s further complicated by 
newer, more modern station-restau- 
rant service areas on competing turn- 
pikes in the same state and in Massa- 
chusetts, which are taking business 
away from the parkways’ outlets. 
“The dealer,” says the supplier, “is 
not in a position to put on extra 
help.” 

(One supplier says the state requires 
a dealer to have a matron in the 
ladies’ room most of the time. “The 
dealer has to pay her salary. But he 
might be better off if he could use 
that money to hire extra help to boost 
his service.”) 

Service at turnpike stations is more 
complete than that at parkway out- 
lets. They have lube bays; parkway 
stations don’t. They can change mo- 
tor oil; parkway stations can’t, aren’t 
allowed to. Says a supplier, “A park- 
way dealer isn’t permitted to carry a 
full line of tires. He can stock some 
for emergency sale. But if he gets a 
call for an odd size and can’t fill it, 
do you blame the motorist for think- 
ing that service could be improved? 


y 
Cornelius Brodersen 


26 


A dealer can’t even change a tire at 
his station.” 

As for supply of motor oil, a sup- 
plier explains, “Lord knows, we try 
to get the dealer to carry a full and 
complete line. But maybe he can’t 
afford to order all that he wants so 
he’s bound to run out.” 

As for poorly stocked vending ma- 
chines, suppliers say that’s strictly a 
dealer-vending machine supplier prob- 
lem. The dealer may be having trouble 
getting deliveries at odd hours over 
the weekends, when traffic on park- 
ways is heaviest and vending machines 
are apt to be sold out quickly. 

These expressions would seem to 
put most of the blame for poor service 
at the state’s own door. 

As if this isn’t bad enough, sup- 
pliers aren’t too happy with another 
development coming July 1. Then, 
they say, the state wants the price of 
product going to parkway dealers 
based on the average dealer tank 
wagon of other stations in the area— 
including non-parkway outlets: the 
state will allow the posted price to be 
4¢ gal. above the average. 

“It will,” says one supplier, “make 
running these stations more costly. 
Let’s say a lessee now pays us 2%¢ 
gal. rent. But if he’s going to operate 
on a 4¢ margin, we can’t expect him 
to pay that rent.” 


> Meenan Oil Co. of Levittown, 
Pa., is going to help young people in 
its trading area go to college. 

Starting this June, Meenan will 
offer a four-year scholarship each 
year to Temple University, with com- 
petition open to graduates from six 
local high schools. 

Eventually Meenan will be finan- 
cing four scholarships a year on a 
continuing basis. The awards may be 
used for any course leading to a 
bachelor’s degree; they cover all tui- 
tion and extra fees. 


> New York’s majors and jobbers 
are collecting more money for the 
state through higher gasoline taxes, 
but they’re doing it without any in- 
crease in their pay. 

The law boosting the state’s gasoline 
tax 2¢ gal., cut marketers’ allowance 
for acting as tax collectors from 1% 
to two-thirds of 1%. The cut came 
at a time when some marketers were 
thinking of asking for a higher allow- 
ance because of increased office costs 
in collecting the tax. 

Oil men didn’t have a chance to 
fight the allowance cut because the 
bill hiking motor fuel taxes was passed 
in 30 minutes. There wasn’t even a 
hearing on the proposal. 


The Southeast 


Teamsters drive causes 
trouble for marketers 


GASOLINE DEALERS in the Miami 
area have had their share of labor 
headaches recently. 

An accelerated effort by Teamsters 
Local 320 in Mi- 
ami Beach to or- 
ganize filling sta- 
tion operators has 
resulted in an 
angry flurry of 
charges that the 
union is using 
strong-arm __ tac- 
tics. The inten- 
sified drive is ap- 
parently aimed at 
fulfilling the vow 
of Teamster boss 
Jimmy Hoffa to “control all of Dade 
county.” 

Charges against the union were 
spelled out by David Klinger, presi- 
dent of the Miami Beach Gasoline 
Dealers Assn., at a hearing before 
the Florida state licensing committee. 
Local 320’s president, vice president 
and secretary-treasurer were applying 
tor renewal of their licenses as union 
business agents. The state had charged 
the three organizers with doing busi- 
ness without license since Dec. 31. 

In protesting the license renewals, 
Klinger told the committee that Ber- 
nard Derow, vice president of Local 
320, had intimidated the wife of a 
Miami Beach service station operator 
after having told her husband he had 
one hour in which to “sign up in a 
nice way or we have other methods.” 
According to Klinger, when the wife 
protested the threat by asking, “What 
are you, hoods?” Teamster Derow 
replied, “How many children you 
got? That’s a dirty word. Don’t ever 
use it again.” 

Supporting Klinger’s accusations 
was Dick Allen, vice president of the 
dealers’ group. Allen testified that the 
organizers “stalked my men on serv- 
ice calls’ and threatened to use 
“other methods” if they didn’t sign up 
without an argument. 

Currently, all is quiet at the Miami 
Beach stations. The Teamsters’ or- 
ganizing efforts have been suspended 
pending outcome of the committee’s 
deferred decision on the representa- 
tives’ applications for license renewal. 
Also contributing to the lull is upcom- 
ing action on a case now before a 
Miami Beach justice of the peace, 


By B. E. Barnes 
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FABRICATED 


WARREN 
MANIFOLD 
VALVES 


THE ORIGINAL ... 
MOST WIDELY USED 
IN THE INDUSTRY 





PAT. NO. 2,557,177 











The experience of pioneers can not be acquired overnight. 
The WARREN MANIFOLD FEATURES: 


@ INLET — full flow inlet diameter 3%” x 4%”. 


@) SWING CHECK LUGS — standard equipment — easy conver- 
sion from fixed disc utilizing one piece swing arm 
with built-in spring action. 


© SEAT — solid buna N disc standard or teflon when specified. 





4) DISC HOLDER — fabricated for lighter weight and greater 
strength. 


5] TOP STUB — one piece stamping eliminates flange weld and 
reduces weight. 





6) TOP HEAD — steel stamping for light weight and greatest 
strength. 


(7) BONNET — large diameter brass bar stock — silver brazed 
to tophead. 


8] STUFFING BOX — conventional type provides for ease of 
packing (3 rings — graphite or teflon). 


9) STEM — large diameter — machined from high strength brass 
bar stock. 


© HANDWHEEL — pressure aluminum casting. 


Specialists in custom built manifolds — 


Clifford R. Betts Il tries to match this 6’ 6” 
long manifold as ‘“Gramp” holds her steady. MACHINE COMPANY 


WARREN, PENN SBYLVANIA 
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NOW WITH NEW ALEMITE 


Without installing expensive equip- 
ment or adding extra help, you can in- 
crease your car wash volume and turn 


unproductive “off-hours” into profit 
time, with Alemite’s new Spray-Kleen 


4 System. Just attach the air-operated 
You ON t ee Spray-Kleen Pump to your air line, and 


it’s ready to start washing! One man 


expensive eguipinent a ne more jobs, better, than 
to make your se paler 


water, is pumped from a 55-gallon con- 

- Y: / tainer to a trigger spray gun. As the 

CH?” WES. Lk 0 7 4. C r pump operates, a controlled jet spray 

of atomized compound immediately 

wets, penetrates and deterges all road 

film surface dirt and grime on finish 

and chrome. Mitting is seldom neces- 

sary, except in cases of extremely heavy 
deposits. 

After entire car has been sprayed, it 
is rinsed with cold water. Kleen-Sprayed 
surfaces dry rapidly with no streaking, 
and just the swipe of a cloth on chrome 
and windows completes the job. The 
whole car can be washed in minutes, 
while your customers wait ! 





A Complete, Compact, Budget-Priced 
Car Washing System! Includes: 55- 
gallon container, high-pressure pump, 
hose, trigger gun, spray nozzle, and con- 
tainer cover. 


Wash Cars Better, Faster 
with These Spray-Kleen Advantages! 


© Hard-hitting high-pressure spray knocks 
dirt and grime loose ! 


@ Newly developed fast-acting chemicals 
hasten detergent action ! 





@ Especially engineered spray pattern sat- 
urates surfaces thoroughly ! 


Contact Your Alemite Representative for Full Details! 
Or write directly to: Alemite, Dept. AS-49, 
1826 Diversey Parkway, Chicago 14, Illinois 


Tt 6XALEMITE 


U-22SCORPORATION — 
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Regions 


charging the organizers with simple 
assault and doing business without a 
license. F 

Up in Jacksonville, Eugene Ma- 
ples, executive secretary of the 
Florida Petroleum Marketers Assn., 
says that while the association is fol- 
lowing the Teamsters’ moves closely, 
it has taken no official notice. The 
group has only one member in the 
Greater Miami area. 

A far more pressing jobber prob- 
lem right now is the rapid expansion 
of natural gas in Florida. In February 
this column referred to the back- 
ground work the association has been 
doing on forming an oil-heat promo- 
tion group to help stave off the sales 
bite of the spreading gas lines. Since 
that time, 30 fuel oil distributors have 
met and drawn up bylaws for the 
Better Home Heat Council of Florida. 
At the association’s spring conven- 
tion, members will be asked to ap- 
proved the council as a separate divi- 
sion of the association so that it can 
get under way with its all-out effort 
to beat the gas threat. 


The West 


Discount house gets into 
the heating oil act... 
More 100-octane coming 


AS IF A MILD winter wasn’t enough 
trouble, Seattle fuel oil dealers now 
have to worry about competition from 
a discount house. 

Gov-Mart, which claims 75,000 
members in the Seattle area, is selling 
fuel oil at prices 1%¢ to 2¢ below 
those posted by most Seattle dealers. 
(Some dealers reportedly have lost as 
many as 50 accounts to the new com- 
petition, although most dealers say 
they’ve lost only a few.) 

Gov-Mart’s general manager 
Charles Klock says initial orders are 
taken only through the mail and then 
are turned over to the fuel oil division 
for delivery after checking with the 
membership rolls. 

When the driver makes the deliv- 
ery, he leaves two copies of the in- 
voice, which bears the notice: “No 
further statements will be issued. 
Please return one copy with your re- 
mittance.” The invoice shows two 
prices, a “listprice” and a “Gov-Mart 
price,” currently 1.7¢ below the list 
price. To qualify for the Gov-Mart 
price, the customer must pay his bill 
before the 10th of the following 
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WHY BRAKE SERVICE WITH RAYBESTOS ? 


In aword... 


rofits 








... the profits on brake service that can 
help make your dealer’s operation a suc- 
cessful and permanent one. Brake work 
is a natural for those periods when pump 
activity does not require full-time atten- 
tion. With only three relines a week at 
$30.70 per job,* a service station opera- 
tor clears $47.61 .. . better than $2400 a 
year. Just think how much dealer turn- 
over would be eliminated if your men 
could write up an extra $2400 a year. 
And they can with Raybestos—but not 
with cheap, off-brand linings that will 
inevitably shrink their profits by dam- 
aging their reputations. Take a look at 
just three of the many reasons why your 
dealers will make the most out of brake 
service with Raybestos, makers of the 
linings that are copied but never equaled. 


e Proven merchandising 
plan 
The Raybestos 7-Point Brake 
Check is the one plan that 
motivates drivers to have their 
brakes inspected. And your 
dealers get paid for every car 
they check. 
¢ Helpful 
aids 
We’re ready to assist you in 
your TBA promotional pro- 
grams and, if you wish, to sup- 
ply your dealers with colorful 
point-of-purchase material. 


e Continuing mechanic 
education 

Brake Service Clinics (featur- 

ing trey ine HoH films), 

new Brake Service Guide, and 

technical bulletins keep station 

personnel up to date. 


merchandising 


If you would like to discuss the possibilities of Raybestos in your service station 
plans, just write to us. We will be delighted to meet with you at your convenience. 
*Labor charge based on Gasoline Retailer Flat Rate Manual 


AMERICA’S BIGGEST 


SELLING FRICTION MATERIAL 





RAYBESTOS DIVISION of Raybestos-M 


iY 


Industrial Adhesives « Bowling Balls 


(To obtain more data on advertised products see page 170) 


» Inc., BRIDGEPORT, CONN. 


RAYBESTOS-MANHATTAN, INC., Brake Linings » Brake Blocks « Brake Fluid « Clutch Facings 
Industrial Rubber « Mechanical Packings e Asbestos Textiles « Engineered Plastics Sintered Meta! 
Products « Rubber Covered Equipment « Laundry Pads and Covers « Abrasive and Diamond Wheels 


, 


29 





Regions 


month; after that date the list price 
applies. 

After the first delivery, all deliv- 
eries are automatic, says Klock. 

Gov-Mart claims its members are 
government employes. Fuel oil dealers 
claim that virtually anyone can get 
a membership card. 

Gov-Mart and another discount 
house, Value Mart, also operate their 
own service stations, with 16 and 13 
pumps respectively. Each sells pre- 
mium gasoline only. Gov-Mart’s price 
of 28.7¢ gal., including 912 ¢ tax, is 


as much as 7.2¢ below prices posted 
by some stations. Value Mart’s price 
is slightly higher than Gov-Mart’s. 

The Gov-Mart station sells tires, 
batteries and other supplies, says 
Klock, but does no servicing. 

Other outlets are reported under 
consideration. 


> Rothschild Oil Co. is now turning 
out 100-plus octane gasoline at its 
Santa Fe Springs, Cal., refinery at 
the rate of 242-million gal. a month. 
This makes Rothschild one of the 





*%. ANOTHER VIKING PUMP 


“MONEY-SAVING + 


‘INSTALLATION 


For Standard 


*~ Oil of 


Lf Kentucky 


8 inch Heavy Duty Viking 
Pump unit with totally 


enclosed herringbone gearing 


& 


: Because of past experience with Viking *e, See Our Exhibit, Booth 57, 


Ks Pumps, Standard Oil Company of Kentucky °& 
& selected this large pumping unit for instal. % 


° California Building 


lation at their Jacksonville, Florida marine % International Petroleum 


terminal. The pump's job is to load barges, trans- ° 
ports, and tank trucks with Bunker C oil at 120° F. ° 
with a viscosity of 1450 SSU. Standard’s engineers 


Exposition 
° May 14-23, 1959 


advise that the pump is delivering more than its rated *. Tulsa, Oklahoma 
capacity against 100 PSI discharge pressure, and they ° 
are well pleased. This installation is one of many Viking *, 


twin and single pumping units in bulk plants, oil canning ° 
plants, and other terminals in Standard Oil of Kentucky's 5- ° 
In addition, they use many Viking Pumps 


state territory 


mounted on tank delivery trucks. If you, too, need pumps with 
fast self-priming and smooth, even flow to give outstanding per- 
formance at low cost, check on Viking Pumps. For information, 


write for bulletin CR. 





first California independent refiners to 
manufacture and market 100 plus. 
The company sells the product at 
about 50 outlets in southern Cali- 
fornia between San Diego and Santa 
Barbara. 


> Oil heat is ahead of competitive 
fuels in many new large-scale con- 
struction projects in Oregon. 

In Portland, says Oil-Heat Institute 
of Oregon, oil heat has been selected 
for a $30-million shopping center and 
a $6-million exposition center. 

The shopping-center _ installation, 
costing about $500,000, will use low- 
pressure oil burners on five boilers to 
furnish 50-million Btu’s for 1.25-mil- 
lion sq. ft. of building area. 

Engineers in charge of the shopping 
center selected oil heat, says Leonard 
Gassner, executive secretary of the 
state’s OHI, because it was the most 
economical and safest. 

Other oil-heat installations in the 
Portland area, Gassner adds, include: 
a development at Portland State Col- 
lege, a local high school, Oregon 
Museum of Science and Industry and 
a grocery chain’s distribution ware- 
house. 

“We are pleased,” says Gassner, 
“that architects and engineers have 
specified oil heat for so many impor- 
tant buildings.” 

And oil heat is still No. 1 on the 
home front. Portland issued 1,256 
permits for new oil burners last year, 
more than for any other type of fuel. 
Oil still heats about 72% of Portland’s 
homes, adds Gassner, including a 
model home erected last year by a 
shelter magazine. 


> Sharp differences in Arizona gas- 
oline prices have prompted one state 
senator to threaten state-wide price 
regulation. Sen. David H. Palmer 
points out that premium gasoline sells 
for 39.9¢ gal. in Prescott—and higher 
along U.S. 66 farther north—while 
in Phoenix, just 100 miles south, it 
costs only 29.9¢ gal. He suggests sub- 
jecting the sale of gasoline to rate 
regulation by the corporation com- 
mission or some other proper body. 


> Oregon Gasoline Dealers Assn. 
has requested introduction of a bill 
in the state legislature. The bill would: 

e Prohibit gasoline suppliers from 
owning or operating retail service 
stations or making subsidy payments 
to retail outlets in connection with 
any price war. 

e Set up a system of distribution 
zones and prohibit price differences 


1 VIKING PUMP COMPANY 
Cedar Falls, lowa, U. S. A. In Canada, it's ‘ROTO-KING" pumps 
Offices and Distributors in Principal Cities — See Your Classified Telephone Directory 
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to retailers within the zones, except 
to reflect quantity discounts or addi- 
tional operation costs. 
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Missouri: Commercial-Account Bogey 


DESPITE an out-of-season tornado, 
grounded planes, generally rotten 
weather and price wars erupting in 
Kansas City, a record-breaking 500- 
plus registrants jammed Kansas City’s 
Muehlebach Hotel for the Missouri 
Petroleum Assn.’s annual convention. 

Generally speaking, the state’s job- 
bers were in a good mood. Despite 
the recession 1958 had been a fairly 
good year, and 1959, according to 
most, was getting off to a fast start. 

Nonetheless the old bogeyman of 
commercial accounts cast a_ slight 
pall about the Muehlebach’s corridors 
and suites. The issue received an 
energetic airing at a jobber-supplier 
panel discussion, regarded as one of 
the highlights of the meeting. 

Supplying company panelists were 
Stanley D. Breitweiser, executive vice 
president of D-X Sunray Oil Co., and 
John King, marketing vice president 
for Cities Service of Delaware. Job- 
ber panelists were Fred L. Whiteley 
of Columbia, Mo., and Barney A. 
Brown of Richland, Mo. Frank 
Breese, editor of NPN, moderated. 

Jobber reaction to the panel dis- 
cussion was one of intense interest, 
mingled with surprised pleasure that 
“the boys let their hair down as much 
as they did.” Most listeners felt two 
basic admissions were made by King 
and Breitweiser: that oversupply is a 
basic marketing malady, and that ma- 
jor-company support for jobbers at- 
tempts to secure passage of federal 
legislation such as the Schwengel bill 
would be the “kiss of death.” 

Missouri jobbers were equally in- 
terested at the previous day’s business 
session, as Willard Wright, marketing 
vice president of Sun Oil Co., de- 
scribed the operations of Sun’s six- 
grade blending pump. 

Also doing some plain talking at 
the three-day affair was George Sul- 
livan, vice president of Continental 
Oil Co. In a talk entitled “The Road 
Ahead for the Jobber,” he suggested 
the road would be rocky unless the 
jobber became “a low-cost marketer 
looking for ever-increasing volume.” 

In closed jobber sessions the state’s 
marketers seemed primarily con- 
cerned over two issues: 

e The possibility of an increase 
in the state’s current 3¢ tax on gaso- 
line is alarming Missouri oilmen, de- 
spite the fact that the state’s tax level 
is the lowest in the nation. Big reason 
for the alarm is that 45% of the 
state’s population lives in the Kansas 
City and St. Louis areas. In both of 
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these two cities the municipal govern- 
ments have enacted city taxes of 112¢ 
and 2¢. Jobbers marketing in these 
areas feel that any additional state 
taxes will place them at a competitive 
disadvantage with the tax structures 
of adjoining states. 


e The present pricing structure 


was the other big issue discussed. 
Many Missouri jobbers feel it is 
“archaic” and association members 
adopted a resolution asking that job- 
bers initiate discussions with their 
suppliers to see if product prices 
could be pegged to the “prevailing 
low” or spot price in the market. 





Oilco’s 1959 Swing Joint 
PARADE 





Offering 50 swing joint variations, pictured and described in the 
new 1959 Oilco catalog, No. 700, Devised for wide usage, with 
numerous applications for liquid handling. Special metals and seals 


are available for specified functions, Write for your copy of new 


catalog NOW. 














These useful swing joints are designed and engineered with utmost care and precision. Heavy 
duty construction, leak proof and low maintenance are outstanding features, Two widely 
spaced ball races assure minimum friction, high load capacity and perfect alignment, thereby 
providing longer packing life. Flow restriction and product turbulence are held to a minimum 
by the smooth internal design. Precision machined surfaces afford long life for the seal, which 
operates under vacuum as well as under pressure. One grease fitting supplies both ball races. 
A felt grease retainer prevents dust, dirt and foreign matter from entering the ball races. These 
joints require no packing adjustment. Uniform heavy wall thickness throughout prevents dis- 
tortion. You can depend on Oilco swing joints for dependable service and long life. 


Representatives in all leading cities, U. S$. and Canada 


Oit EQUIPMENT MANUFACTURING Co. 


3100 VERMONT AVE., 


LOUISVILLE 11, KY., U.S.A 
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Wisconsin: 


REFLECTING the recent merger of 
Oil-Heat Institute of Wisconsin and 
Wisconsin Petroleum Assn., a good 
deal of stress was given to the heat- 
ing oil picture and its problems at 
WPA’s 33rd annual meeting in Mil- 
waukee. 

The meeting drew an all-time high 
number of registrants. 

At the opening day’s business ses- 
sion, Charles H. Burkhardt, national 


Oil Heat Problems 


secretary of the distribution division 
of OHI of America, indicated dis- 
tillate jobbers were losing some 300- 
million gal. worth of oil business to 
natural gas each year. 

His estimate assumed 200,000 oil 
burners are converted to gas each 
year and that each burner uses an 
average of 15,000 gal. of oil a season. 
This would mean an annual gross 
loss of $12-million to the industry, 











-Easy on—Easy off—with unique swivel adapter! 


OKHEIM 


HIGH-VACUUM 


HAND PUMPS 


FAMOUS 688 SERIES 
—-A STAND-OUT BUY! 


Now you or your customers can 
handle liquids safer, faster, with 
far more convenience! This 

pump features a bung adapter that 
swivels! Thread suction tube 

in or out of drum as quickly and 
easily as working a gate valve. 
Swing handle to any position and 
lock with wing nut. Low cost; 
ruggedly built; requires 

minimum maintenance. Versatile, 
too. Quickly converts for pipe 
line, drum, underground tank. 
Call your Tokheim representative! 





Check These Features! 


© Faster, easier installation with unique, new 
bung adapter that swivels 

© Flexible diaphragm fashioned of tough, 
molded-synthetic material 

@ No piston to leak, stick, freeze or jam 

® Stainless steel shoft, valves, springs 

® Die-cast al alloy h 
resistant in and out 

® Sliding suction tube — adjusts itself to tank depth 


Cast-iron 
swivel adapter 
—no aluminum 

threads to wear 





g—corrosion- 








General Products Division 
TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE FORT WAYNE, INDIANA 


Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada Ltd., Toronto, Ont. : 





(To obtain more data on advertised products see page 170) 





assuming a 4¢ average margin on dis- 
tillate. 

But the Wisconsin oil-heat jobbers 
weren’t really depressed by this pic- 
ture. They arrived at the convention 
in an excellent mood after enjoying 
an excellent year. Reports of 15% 
increases in distillate volume were 
common. Some fuel oil distributors 
were said to have been getting up to 
6¢ gal. margins. 

In fact these margins drew fire 
from two members of a jobber-sup- 
plier relations panel the following day. 
Both Robert Felker, of Lloyd L. 
Felker Co., Marshfield, and Robert 
Hopson, Hopson Oil Co., Waukesha, 
characterized long distillate margins 
as way out of line in the face of 
impending low-cost competition from 
natural gas. They also lashed out at 
the lack of engineering improvements 
in oil burners. 

Panelist George D. McDaniel, 
dealer-distributor relations manager, 
Mobil Oil Co., agreed that burners 
have seen few changes. But McDaniel 
also urged jobbers—who he said were 
making more on distillate this year 
than on gasoline—to assume more of 
the installation and burner service re- 
sponsibility. 

E. H. Lyon, sales department man- 
ager, Phillips Petroleum Co., also 
agreed burner development has 
lagged. But he added, “I think it’s 
only natural that we think burner 
manufacturers would have kept up 
with the times. However, they haven’t 
and I'll agree we should have done 
something earlier.” 

Moderating the panel discussion 
was Frank Breese, editor of NPN. 


lowa: Give ‘Em Hell 


JIM HERRIOTT, outgoing president 
of the Iowa Independent Oil Jobber’s 
Assn., was turning over the gavel of 
office to J. L. Petersen at the ban- 
quet winding up the group’s 22nd 
annual convention in Des Moines. 

Said Herriott in his swan song: 
“This has been like every other con- 
vention. On the first day we jobbers 
gave the suppliers hell for not giving 
us enough margin. On the second day 
the suppliers said we’re spending too 
much time in Florida and in our new 
Cadillacs. Then on the third day we 
all got together and became buddy- 
buddy again.” 

Herriott’s analysis came close to 
the truth. On the first day the jobbers 
did give the suppliers hell—but they 
did it in visits to supplying company 
hospitality suites. The companies 
struck back the next day—in the 
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PARAFLOW-BLENDED OILS FLOW AT SUB-ZERO TEMPERATURES ! 


Ice and blizzard winds—even at temperatures as low as those in sub-zero polar climates — 
can not stop Paraflow®-blended oils from flowing. Paraflow-blended oils guarantee 

instant lubrication when the engine is started . . . provide smooth, efficient flow, 

give higher rates of circulation to all engine parts during crucial warm-up periods. 
Paraflow is economical; it avoids severe, harmful dewaxing, and just 1% 

can lower an oil’s pour point as much as 60°! 


Enjay has developed the only complete line of high quality additives (Paramins®). 


To meet the most exacting lubrication specifications, insist on Enjay Paramins. Pioneer in Petrochemicals 


ENJAY COMPANY, INC., 15 West Sist St., New York 19, N. Y. - Akron +» Boston + Charlotte - Chicago - Detroit - Los Angeles » New Orleans + Tulsa 
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Associations 


same locations. And on the third day 
—what with a whole series of jobber- 
supplier meetings by brands—truces, 


even if armed, were definitely 
reached. 

However, during the first day's 
business session, lowa jobbers 


thoughtfully listened to three speak- 
ers who soberly told the jobbers 
what they must do to maintain their 
place in the marketing structure. This 
program was billed by Iowa secretary 
Lyle Munson as “Efficient Petroleum 
Distribution.” 

e Stanley D. Breitweiser, execu- 
tive vice president of D-X Sunray 
Oil Co., flatly stated that as far as 
his company was concerned there 
was a place for both direct and job- 
ber operations in today’s marketing. 
He went on to say, “They (direct and 
jobber operations) are compatible. 
They can work together. They will 
work together. They are working to- 
gether.” 

e On the other side of the coin, 
E. H. Lyon, sales manager of Phil- 
lips Petroleum Co., offered reasons 
why his company is dedicated to a 
philosophy of marketing chiefly 
through jobbers. Lyon said jobber 
operations reduce capital investment, 




















looks! 





dry-cleaned. 
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TROPICAL WEAVE DACRON-VISCOSE 


Here’s a real man’s uniform, combining rugged 
durability with cool summer comfort and good 
Dacron-Viscose trousers and _ ski-style 
cap teamed with crisp cotton poplin shirt. Dress 
trouser styling with smart front pleats, in a 
fabric that sheds wrinkles, holds creases, and is 
home-washable (with light ironing) or may be 






eliminate unnecessary expenditures, 
minimize customer relations prob- 
lems and provide a more stimulating 
desire for progress because of the 
incentive of individual proprietor- 
ship. But he warned, “The future 
holds no prospects for the inefficient 
and complacent jobber. No longer 
can he expect to have the supplier 
hold the umbrella over him.” 

e William R. Williams, Jr., vice 
president of Smith Oil and Refining 
Co., Rockford, Ill., was the third 
speaker at the first day’s business ses- 
sion. “Streamlining Operations” was 
his topic. 

Most of the 800-plus registrants—a 
new convention record—were also 
vitally interested in a panel discussion 
at the final day’s business session. The 
discussion was aimed at product di- 
versification possibilities for Iowa job- 
bers. Moderated by Doris Wells, 
NPN’s Factbook editor, panel mem- 
bers included Sam Hyland, Hyland 
Oil Co., Carroll, Iowa; Ray Johns, 
Chieftain Oil Co., Chippewa Falls, 
Wis., Richard L. Kuss, vice president, 
Bonded Oil Co., Springfield, Ohio; 
and Paul F. Selzer, manager of na- 
tional accounts, The Vendo Co., 
Kansas City, Mo. 


CPMC 


CALIFORNIA PETROLEUM Mar- 
keters Council members are con- 
cerned about smog—not only as in- 
dividuals (with smarting eyes) but as 
businessmen. 

The association went on record as 
supporting private industry's solutions 
to the engine exhaust problem. It 
named G. A. Powell permanent dele- 
gate to Smog-RED (for research, ed- 
ucation and development), the or- 
ganization recently set up _ by 
distributors and inventors of anti- 
smog auto-exhaust devices. 

The Californians are also keeping 
a close watch on legislation and are 
opposing three state bills. One would 
require service stations to post octane 
ratings; another would adjust to 60° 
F. sales and deliveries of gasoline in 
quantities of 500 gallons or more; 
the third would establish a ‘“Con- 
sumers Council” within the governor’s 
office. 

At the federal level, the group op- 
poses divorcement and a hike in the 
gasoline tax. It favors depletion al- 
lowance as “essential to national 
growth.” 


She Proud Leoh of Quality 


Wherever you go, you'll always find that clean 


uniform! 


< 


MAJOR TURNPIKES CHOOSE 
ANNIIDAT IQLARINEG D? TIDE ITACLATINAI! 


, MASTERBILT : 
a 





Riverside Manufacturing Company 
Moultrie, Georgia 
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stations with neat, efficient service personnel 
always attract more customers. That’s why it 
pays to invest in good appearance — the kind 
that service station men will always have in a 
\ Riverside Masterbilt, the world’s finest business 


<4 )» c~ 


Cer, 





all 








RIVERSIDE 


Business Uniforms 
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BENNETT 


ADVANCED DESIGN FOR MODERN STATION PLANNING 





Te 


BENNET 











New low Two Thousand pumps— for the service station of the future. 
elegantly modern, yet classically simple “Trim Twin” pumps are exactly the 
—complement every contemporary jh same width as single pumps; enable 
design trend and lead the way marketers to double island 
to further forward thinking \ ‘ capacity without sacrificing space. 


STAN DAF DO = COR COM PARIS ON 





MAJOR TURNPIKES CHOOSE 


ACCURATE ISLANDER TIRE INFLATION 








' High speed highways demand high speed service and high 
, speed trends demand precision tire inflation for safety. 
That’s why major turnpikes standardize on Eco Islanders 
to provide fast, accurate tire inflation on the island. 

Islander air service quickly brings tires up to 

the exact pressures required — automatically. 

On-the-island water service makes it easy to get 
under the hood, spot motorists’ needs and close the sale. 


Turnpike authorities agree that Eco Islanders help 
speed service and are essential merchandising tools. 

They save time and steps, speed service. And they give 
the station many valuable opportunities for friendly selling. 


Model 97 
Wall Type 
Tireflator 


STAN DARD KHOR TOMPARISON 


JOHN WOOD 4) COMPANY 
Bennett Pump Division 4 cr 


/ J Muskegon, Michigan 
District Offices: Albuquerque « Atlanta id P Baltimore * Boston * Charleston 
Chicago « Cleveland « Dallas ee: Denver * Detroit * Kansas City 
Little Rock * Los Angeles * New Orleans h /A *) New York © Philadelphia « Pittsburgh 
Rochester * Salt Lake © Seattle " — St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED Toronto * Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation 29 Broadway, N. Y, Cable ‘‘WOODINTER”’ 





COMPCO _ 
cantilever lights 


SEE the improvement... 
in effective lighting 
FEEL the difference habe © versatile...gives more light over a 


wider area. Island, perimeter and approach 
lighting in one efficient unit. 


FOR USE WITH ALL POPULAR OUTDOOR 
LAMPS; H.O., V.H.O., P.G., OR S.H.O. 


in increased sales 


When rade an 
h on Ue e and @ attractive... beautiful streamlined design 


modernize your service p! adds the “modern touch” that brings 
; customers to your pumps. 


station with Compco 


Cantilever li g hts with k ® economical...Surprisingly low original 
a equipment cost. Built-in efficiency assures 


full l ight control reflector | minimum operating and maintenance costs. 


5 O.0 DIR EWR a yy e Ms OCOSLO0R 
shee. a. ' 


i 


BEFORE 


C.0 RR PO. RA. 2 oe 
1800 N. Spaulding Ave. Chicago 47, Ill. 
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Export: John Wood International Corporation 29 Broadway, N. Y, Cable ‘‘WOODINTER”’ 


SELLING SLANTS 





For sales “PERFORMANCE 
show dealers how to use 


"SPARKY' says... 


‘PERFORMANCE 


... out of this world! 


SPECIAL PROMOTION ADVERTISING will announce the 
“Sparky” offer to your customers in Life magazine, along with 
a special AC commercial promoting the vinyl inflatables offer 
on AC’s popular television program, “‘Zorro’’. 


And, in April and May, AC will support your sales efforts and PERFORMANCE 
“Performance Out of This World” campaign with . . . full- fi aga yaoi 

color, full-page ads in Life, The Saturday Evening Post and 
other nationally circulated publications . . . AC Spark Plug 
commercials on the ABC-TV adventure series, ‘Zorro’ . . . and 
outdoor advertising on billboards in every large community. 








(To obtain more data on advertised products see page 170) NATIONAL PETROLEUM NEWS * April, 1959 





©] es Bo | —ee Oe) ee 


OUT OF THIS WORLD” 
“SPARKY” INFLATABLES! 


A NEW KIND OF TRAFFIC BUILDER will help you spark AC sales this spring, during AC’s 
‘Performance Out of This World” spark plug campaign. An outstanding, traffic-building 
display for your dealer windows includes a giant “Sparky” float toy and colorful window 
trim featuring the spring campaign theme . . . and a unique, customer offer. 


During the campaign, dealers can offer their customers “Sparky” viny] inflatables, like the 
one in their AC Spark Plug Window Display . . . a traffic builder if you’ve ever seen one! 


They can buy a quantity of the vinyl inflatables at a special, low price and use them with 
“service specials” . . . such as the sale of a new set of AC Hot Tip Spark Plugs. And, they 
can provide AC order forms which will allow their customers to purchase the giant “Sparky” 
float toys at about half the normal retail price. 


STORE SMALL PARTS IN THE AC STORAGE RACK! AC’s ~ 

new, small-parts storage board is the handiest, time-savingest Ata sIION 
parts holder ever. It’s a sturdy, 18” x 24” all-metal board to starts with 
which 18 small glass jars are attached. Just hang the colorful 

rack in a convenient location. Then store nuts, bolts and 

other small items in the handy removable jars. The parts are 

plainly visible and easy to get to. To help speed spark plug 

installation, the bottom of the storage rack includes an up- 

to-date AC Spark Plug Specifications Chart. 


DEALERS GET ALL THREE . . . Unique AC Spark Plug Dis- 
play and “‘Sparky”’ inflatable . .. The new AC rack .. . and, 
a set of 8 AC Spark Plugs worth $8.24 is the AC SPM-48 SP 
promotion package. To obtain the package here is all the 
dealer does: 

Includes $8.24 with his order for any 48 AC Spark Plugs 
and he will receive SPM-48 Promotion Package. 

When he has sold the set of AC Spark Plugs he has recovered 
$8.24. The profit from the sale of the spark plugs pays for 
the promotion package! 


AC SPARK PLUG RP THE ELECTRONICS DIVISION OF GENERAL MOTORS 


SEE THAT ALL YOUR DEALERS ARE SUPPLIED 


April, 1959 + NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 170) 








@ SELLING SLANTS 


BALLOON DEALER 
WITH “TRAPPER” 


“TRAPPER SAYS... 


Potter 


Get a clean start! 


SPECIAL PROMOTION ADVERTISING will announce your 
“Trapper” offer in Life magazine, along with a special AC 
commercial featuring the viny] inflatables offer on AC’s popu- 
lar television show, ‘‘Zorro’’. 


And, during April and May, AC will support your sales efforts 

and “Get A Clean Start’? campaign with . . . full-color, 

full-page ad in The Saturday Evening Post... AC Oil Filter 

commercials on the ABC-TV adventure series, “‘Zorro’’. . . and : 

outdoor advertising on billboards in every large community. CHANGE OIL AND FILTER, TOO! 
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AC OIL FILTER SALES 
VINYL INFLATABLES! 


A UNIQUE DISPLAY AND CUSTOMER OFFER will help you increase AC Oil Filter sales 
during AC’s “Get A Clean Start” oil filter campaign this spring. The display includes 
a giant “Trapper” inflatable float toy and attractive window trim featuring the spring 
campaign theme .. . and an unusual customer offer. 


During the campaign, dealers can offer their customers ““Trapper’”’ inflatables like the one in 
the AC Oil Filter Window Display . . . just the thing to build traffic and sales this spring! 


Dealers can buy a quantity of the vinyl inflatables at a special, low price and sell or give 
them away with “service specials” . . . such as a change of oil and AC Oil Filter. Or, they 
can provide AC order forms which allow their customers to purchase the giant ‘“Trapper”’ 
float toys at about half the normal retail price. 


NEW 16-PIECE “BALLERINA” DINNERWARE SET, 
created by Universal Potteries, is available to your 
dealers. This fresh, new dinnerware set is designed 
in the handsome Harvest Wheat Pattern, with a 22- 
carat gold edge and a cluster of wheat on each piece 
in the set. Sturdy, good-looking and oven-proof, each 
piece of this high quality dinnerware is guaranteed 
against glaze cracking due to heat or cold. In the 
service for four, the set includes four luncheon plates, 
four dessert dishes, four cups and four saucers. 
Additional pieces of this serviceable dinnerware are 
available in open stock at leading department stores. 


FOR DEALER in the AC Oil Filter Promotion Pack- 

age for spring . . . The unique AC Oil Filter Display 

and “Trapper” vinyl inflatable . . . 16-piece set of 

high quality dinnerware . . . and, three AC Oil 

Filter Elements worth $7.60! To obtain this package 

here’s all the dealer does... 

Dealer includes $7.60 with his order for any 24 SEE THAT YOUR AC 
AC Oil Filters and the OFM-49 Promotional Package! DEALERS ARE SUPPLIED 
When he has sold the three extra AC Oil Filter Ele- 

ments he has recovered $7.60. The profit from the sale 

of the extra elements pays for the promotion package! 


AC SPARK PLUG ee THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Open her eyes... 


with this multi-colored 
Sheet and Pillow Case set! 


Get it for her with this 
AC Fuel Pump Promotion 


Here’s your chance to give your little lady a 
pleasant surprise and build your Spring fuel 
pump sales at the same time. Join the big 

Spring AC Fuel Pump Promotion and bring 
home this truly beautiful, truly different 

sheet and pillow caseset, designed by famous 
Cannon Mills. The set includes one double- 

bed (size 81” x 108”) sheet and two large pillow 
cases (42” x 36”), all in multi-colored stripes 

and gift-wrapped to really open her eyes. The 
material is Cannon Combspun Percale, highest 
quality in the sheeting industry. She’ll love it... 
and she’ll love you, too... for your thoughtfulness. 





TRADE MARK 


CANNON 











All you dois... 


Include $8.70 with your 
order for any 6 AC Fuel 
Pumps and you'll receive 
the FPM-50 Package which 
includes: the Cannon 
Combspun Percale sheet 
set and the popular #4460 
AC Fuel Pump for Chevro- 
lets. When you sell the 
pump, you recover your 
$8.70 investment. The 
profit on the sale of the 
extra pump pays for the 
promotion package. 


Raise dealer Profits with AC Fuel Pumps! 
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New Model AC Tester Adjusts 
to All Air Cleaner Sizes! 


“ 
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Now, with new cars coming out 
with many different sizes of air 
cleaners, AC has solved the prob- 
lem of testing all sizes with just 
one tester. 


This new model AC air cleaner 
tester can be quickly and easily 
adjusted to fit any size dry-type 
cleaner—from small to very large 
circumference. 


New Air Control Valve Does It! 


The new air control valve (shown left) permits 
the adjustment. New easy-to-follow instructions 
are printed right on the tester. 


Once adjusted, the new model works just like 
previous models. It shows you instantly whether 
an air cleaner is functioning properly, whether 
it is partially clogged and needs cleaning or 
whether it is completely clogged and should 
be replaced. 


It’s an excellent demonstration for customers— 
helps make air cleaner sales on the spot. 


Present Model “M” Brought Up To Date Without Charge! 


As you may know, the present Model “M” 
AC air cleaner was introduced in 1957, when 
there was a limited number of types and sizes 
of air cleaners in operation. 


If dealer purchased one of these models, AC 
now makes it possible to bring this tester 
up to date... without charge. 


AC has developed a special conversion kit 


that includes the new air control valve, a new 
tube and new instructions for operating. With 
this kit, present tester can quickly be con- 
verted, so dealers can test any size cleaner. 
In fact, it becomes a new model tester. 


AC representative will contact dealers soon 
. . and make this conversion. Again. . . 
no charge for the service. 


Tell your dealers about this new AC Tester and help them 
get more air cleaner business by selling AC DUST-TITE AIR CLEANERS! 


AC SPARK PLUG 4 THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Premium truck, 
regular price! vou buy more than a truck 


when you buy Dodge. You buy a quality hauler that’s loaded with muscle, 
outstanding in performance, famous for dependability, and low in price. 
Big choice of tandem, C.0.E. and conventional models—all “Job-Rated”’ for 
both straight-truck and tractor-trailer application. Advanced Dodge V-8 
engines give you up to 234 hp. on regular gas. Rugged main-auxiliary trans- 
mission combinations provide up to 20 forward speeds for greatest operating 
flexibility! Power steering, 100% air brakes available. 


This year Dodge is truly the premium truck at the regular price . . . the 
BIG BUY in the low-price field. Find out more from your nearby Dodge 


dealer. He’ll show you exactly why. . . 


today, 


it's real smart 
to choose D odge 


Trucks 


iis 
Wiis CLEANERS 


~ RY 


On flat or hilly roads, under light or heavy loads ... modern Dodge V-8 engines 
deliver the kind of performance that keeps you right on schedule. Power-Dome 
combustion insures top power from regular gas. Rugged internal components insure 
long-lasting efficiency. Thrifty Sixes offered in low- and medium-tonnage range. 
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DYE CONCENTRATES’ 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE e LESS SKILI 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT e THE USE OF DYE CONCENTRATE IN 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 
Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates 
can be prepared 
to customer 
specifications. 

* 


| Samples and 
description 


upon request. MANUFACTURERS OF DYES AND CHEMICALS 


FOR THE PETROLEUM INDUSTRY 
NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


PATENT CHEMICALS INC. 


Vanufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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WEAVER TWIN POST LIFT 
means MORE customers per hour 


— MORE profit for you 


The quicker you finish the job, the more customers you can handle. You'll increase production 
This means greater profits on fixed rate jobs... - more competitive from 25 % to 100% 
bidding on other jobs. Actual time studies show a sizeable increase in 3 : 
production on every applicable job when a Weaver Twin Post Lift on the following jobs: 


: é f : if 
ener RUS ot eorineny te. Lubrication Wheel Alignment 
With a Weaver Twin Post, operators have complete unobstructed 


access to every under-chassis point. This great all-purpose lift is rail- Rubber Mounting Shock Absorber 
less. No other lift offers such convenience and accessibility. No other Universal Joint 

lift can match the Twin Post's ability to handle vehicles of any and all é ‘ Mutter pinata 
wheelbase lengths, and without loss of lifting capacity. Body Tightening Pipe 


New Weaver Twin Post Lifts are regularly furnished with 60” of Tire Wheel Bearing 
wheelbase adjustment (from 88” minimum to 148” maximum.) Other Parkina Broke 1 
wheelbase adjustment ranges available from a minimum of 36” to 3 Brake pampotment 
any desired maximum. Get all the facts today on this proven profit- Propeller Shaft & Relining 


producer. Write us for Bulletin 457. _ 


1959 Pontiac on —_ \ 
Weaver Lift. No new F \ 
model car has ever eee ar pEaee 


obsoleted the Weaver 
Twin Post Lift. 


ORB TLE 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A. 


La \ 14; ae SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts . . ae Post Lifts . . . Single Post Roll-on, 
Free-Wheel and Frame Type Lifts . . . Unit Lifts . - Bumper J Jacks . . « Car Washers . 
Wheel Alignment Equipment . , Headlight Testers « » Brake Testers . . . Wheel Balancing 
Equipment .. . Jacks... Wheel Dollies .. . and Air ‘Compressors. 
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More than 300 quarts per anal of Wolf's Head Motor Oil are filled using 20-Pocket M&S Filler. 
Another M&S Filler shown in background fills 5-quart 





s. located at Oil City, Pa. plant. 


Why FMC-MeS$ OIL FILLERS are known as 


“Standard of the Filling Industry” 


Actual comparison testing proves that M&S Positive Displacement Type 
Fillers provide the most profitable combination of the four “most wanted” 
filler features: 


1. 
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High Accuracy. Exclusive pre- 
measuring principle of M&S Fil- 
lers insures consistent close-toler- 
ance filling for higher case yield 
per batch of product. 


Low Maintenance, Rugged con- 
struction and precision engineer- 
ing of M&S Fillers assure long 
life and dependability under the 
toughest, heaviest production 
schedules. 


. High Speed Operation. The M&S 


line includes fillers in every speed 
range— equalling the speed of 
latest closing machines— with no 


sacrifice in accuracy. Built to han- 
dle U.S. quarts, Imperial quarts, 
5 quart and gallon containers. 


4. Waste-Free Filling. Such FMC 


“firsts” as the precision “No can 
—No fill” mechanism assures pre- 
vention of product waste. Addi- 
tional features that are available 
include the combination chute- 
belt-worm timer for gentle han- 
dling of lithographed cans, 
banked can track for high-speed 
operation, and many other fea- 
tures that make M&S Fillers tops 
for fast, accurate filling. 


Putting Ideas to 





Work 


Your FMC representative 
will gladly show you which 
M&S Filler Model is best 
suited for your oil filling 
requirements. Won’t you 
call him today? Or write 
for new M&S Oil Filler 
Bulletin No. CMD-701W, 
free on request. 


FOOD MACHINERY AND CHEMICAL CORPORATION 
Canning Machinery Division 


General Saies Offices: 


WESTERN: SAN JOSE, CALIF. « EASTERN: HOOPESTON, ILL. 
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modern Landscape 


... the midwestern scene—another vital part of the petroleum industry! For farm storage: MODERN skid 
tanks, with framework welded to the tank to prevent tipping and relieve frame distortion. Here again 
—MODERN Quality Welded Storage Tanks lead the field—and wherever petroleum storage is needed, 
MODERN tanks meet demands with economy and operational safety! Single or battery—portable or 
permanent—above or below-ground, oil-men specify MODERN Tanks for long-range durability! The 
reason: MODERN means precision engineering, durable construction and years of trouble-free serv- 

ice! If you face petroleum storage problems, there’s a MODERN 

Tank to meet your requirements—and surpass them! On any 

scene in the modern industrial landscape, MODERN Quality 

Welded Storage Tanks fill the bill! It will pay to consult your 

MODERN representative! Write, phone, wire—today! 





Representatives in all principal cities of the United States. 
WRITE FOR CATALOG TO 


sexe. lodern welding company 


OWENSBORO, KY. 
BURLINGTON, IOWA ¢ HOUSTON, TEXAS * NEWARK, OHIO © ORLANDO, FLA. 


i ee A) 
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he Taig 
MARKETOR 4. 


... three ways thrifty ... low first 
cost ... minimum maintenance... less island space. Compare 
and you’ll agree, MARKETORS® excel for economy . . . and include 


newest functional features for peak performance. 


SERIES 4800 


48 INCHES LOW 
UNCLUTTERED CLEAN PROFILE 
OVERHEAD LIGHTED 
STAY-CLEAN T.V. DIAL GLASS 


EXCLUSIVE 
HOSE-ROLLER GUARDS 


EASY-PULL 
LATCH-OUT RETRACTOR 


SINGLE LEVER CONTROL 


AUTOMATIC COMPUTER RESET 
WITH SAFETY CLUTCH 


STAINLESS STEEL 
SIDES AND TOP 


FULL LENGTH 
COLOR IDENTIFICATION 


... occupies less" 
than any other 48” 


BOWSER, INC. 


MARKETING DIVISION, FORT WAYNE, IND. 
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70 Rotocycle Meter 
(70 gpm capacity) 


COMPACT— COMPLETE— CONVENIENT 
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to fit right into your trucks 


NEW ROCKWELL ‘T-70”’ 
ROJOCVCLE TANK TRUCK METER 


(Rate df flow 14-70 gpm) 


INSTALLS MOST ANY WAY — ANYWHERE 


No tank truck meter is easier to install than 
the new Rockwell ‘“T-70.” There are three 
optional inlets, two optional outlets. And you 
can make either a right-hand or left-hand 
setting without using any extra parts. Thus 
these new compact meters will ease right into 
your truck compartments and fit right, both 
as new installations or as replacements. 

Accessibility is another big feature in this 
design. The strainer and air eliminator are 
enclosed in a single housing. Both are ac- 
cessible for routine cleaning by removing 
only four cap screws. 

Trouble-free, shockproof, automatic shut- 
off is insured by a new smooth-closing system. 
Just pre-set the register, touch a lever and 
the meter will automatically shut down in 
easy stages when the desired quantity has 
been reached. 

The meter itself is an accurate, reliable 
Rotocycle with performance now further en- 
hanced by a new crank-type rotor control. 
It’s easy to calibrate—only a screwdriver 
is required. 

The Rotocycle ‘““T-70” truck meter unit 
has been field tested for over three years. 
It’s ready now to go to work profitably for 
you. Write for bulletin OG-410, Rockwell 
Manufacturing Company, Pittsburgh 8, Pa. 


NEW ROTOR DESIGN IS SIMPLE, STURDY. HAS 
FEWER PARTS AND IS PERMANENTLY TIMED 


The rotor in this new Rotocycle meter is controlled 
by a simple coordinated linkage. This new design 
does not alter the proved Rotocycle “floward”’ op- 
erating principle. It does enhance performance by 
providing the advantages of fewer parts, permanent 
timing and quiet operation. 


ROTOCYCLE METERS 


ROGKWELL® 
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IMMEDIATE 
SHRVICE 


ANYWHERE in U.S. & Canada. Scovill’s nation- 
wide facilities provide the industry's fastest 
service on fuel oil and gas pump couplings! 


Only Scovill with its country-wide network of sales 
offices and warehousing facilities is equipped to 
give you such fast... efficient service. All orders 
for fuel oil and gas pump couplings received by 
Scovill are shipped promptly. And the sizes you 
want are always immediately available. That’s 
because Scovill makes and stocks a complete range 


—from */,” to 3” in fuel oil couplings... and all 
standard sizes in gas pump couplings. 


The largest—and finest—sales and service force 
in the industry is ready to consult with you any- 
time, anywhere when you specify Scovill couplings. 
And—because you can buy direct from Scovill—you 
save up to 14 the former cost of oil and gas pump 
couplings. Get complete details now. Write: 
Scovill Manufacturing Company, Hose Coupling 
Department, Waterbury 20, Connecticut. 


Z 
Hose couplings by SCOVILL 


Main office: 99 Mill Street, Waterbury, Connecticut Cleveland: 4635 W. 160th Street Los Angeles: 6464 E. Flotilla Street Houston: 2323 University Blvd. 
San Francisco: 434 Brannan Street Toronto: 334 King Street, East 
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Some 
like ‘em 


OBLONG 





Continental has the anti-freeze can you want 


in quality and quantity 


with dependable service Alaa round quantel 


Of course Continental also 
Continental makes both types of anti-freeze cans for makes round quart anti-freeze 


your selling convenience — oblong and round. With pore oth ct ee 

popular prestige-pack oblong you'll save shelf space. 

And you'll make stacking and handling easier. QUALITY 

Continental’s anti-freeze cans are precision made .. . 

all meet the highest quality standards. So make your 

choice of styles and leave the rest to Continental. 

You can count on us for dependable service. Call Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 


Continental today. Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 5595 Pare Street, Montreal, Que, 
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While the driver tends the nozzle... 


TOKHEIM’s pre-set meters control flow, 
measure accurately, record transaction! 


Drivers depend on Tokheim Meters to shoulder 
a healthy share of the work on every fuel delivery. 
After driver sets gallonage, Tokheim’s Pre-set 
Control takes over! Lets product flow up to 
40 g.p.m. until three seconds before completion. 
Then, smoothly, automatically reduces flow to 11 
g-p-m. Gently cushions automatic stop — elimi- 
nates shock and strain. Gallonage is accurately 
measured at any rate of delivery. Recorded and 
receipted, too, by Ticket Printer (optional). 


There is no substitute for TOKHEIM QUALITY / 


Tokheim’s own new meters are precision in- 
struments. All vital working parts are rugged 
stainless steel or other noncorrosive materials. 
Will measure any of today’s fuels, day in and 
day out, without a maintenance problem. Air 
separator and strainer are reversible. Ideal for 
either single or dual installations—for tank 
trucks, bulk plants, airports or industry. Ask 
your Tokheim representative about improved 
Model 635 Meters today. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
OKHEIM 1650 WABASH AVENUE FORT WAYNE, INDIANA 
Gasoline Pumps 
and Accessories 





Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Onts 
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Cooler for Coke...Gets Customers out of cars 


REG. U.S. PAT. OFF. 


sells more TBA! 


Motorists stop where they see the familiar cooler for of their cars and browse. This means more sales of your 
Coca-Cola! When they do, you profit two ways: high-profit TBA items. Exciting new-design single or 
1. You enjoy an above-average profit margin on the multi-drink coolers are available from your local 
Coke you sell. Coca-Cola Bottler! Contact him... today! 

2. Surveys show that 8 out of 10 who buy Coke get out 


Available only from your Coca-Cola 

Bottler ... 

VERSATILE NEW RACK SELLS MORE TBA! 

¢ Displays your High-Profit TBA Items! 

e Fitted with Wheels for Easy Storage! 

e All-Metal, Durable, Attractive! 

¢ Features High-Profit, High-Traffic 
Coca-Cola! 


\*CCCA-COUY" AND “CONE ARE MEMIOTERED TRADE: MARES. SIGN OF GOOD TASTE 
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THIS SALE 


‘(200 ip IN 
TOTAL GALLONS e ® ® 


PRICE PER GALLON 


o) (6) @ 
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Lite is made easier for the man at the pump (and his 
customer, too)... by this improved Veeder-Root 
Computer that has more skills built into it. Look at these 
features: Faster, easier resetting with controlled reset 
cycle ... Fewer parts for easier, faster maintenance 

... More protection for totalizers . . . Larger figures 
and improved lighting for easier reading. All these 
improvements are proof of Veeder-Root's continuous 
effort to make the ‘‘Head for Figures’’ more easy 

to use and maintain. 


Watch for more news from Veeder-Root. . . where the 
objective of every working day is to help the gasoline 
pump industry render better, more dependable service., 
to service stations and their customers. 


VEEDER-ROOT INCORPORATED 


Hartford, Conn. * Greenville, S. C. 
Chicago * New York * Los Angeles oF 
San Francisco * Montreal 


Offices and Agents in Principal Cities Sh 


SN 


Veepver-Roor 


“THE NAME THAT COUNTS” 
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On time on FIRESTONES 


They cut costs on fuel oil deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 


And along with new long-wearing tire rubber, all Firestones bring you 

Firestone S/F (Shock-Fortified) cord for still more stamima and depend- 

ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to TRANSPORT* SUPER ALL TRACTION* 
specify Firestones on all new trucks. Ask about them today at your nearby 


Firestone Dealer or Store—your headquarters for fast, reliable service! *FIRESTONE T.M. 


restone 


Y 7 


LOOK FOR NEW LOW COSTS PER MILE WITH LONG-WEARING FIRESTONE TRUCK TIRES (Fare 


Enjoy the Voice of Firestone every Monday evening on ABC television 


Copyright 1959, The Firestone Tire & Rubber Company BETTER RUBBER FROM START TO FINISH 
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How Much Traffic Passes Up Your Stations 
to Stop at Others that Sell WIX? 


Just a few years ago three or four oil filter cartridges were all a dealer 
needed to cover the market. Today the picture has changed and service 
stations are plagued with large unbalanced stocks, the guesswork of find- 
ing the right cartridge, plus lost time and sales. 


WIX anticipated this problem and developed WIX-O-MATIC—the 
one straightforward selling system that’s tailored to fit today’s service 
needs. WIX-O-MATIC is not a deal—not an assortment—it provides 
automatic stock control, instant cartridge selection, and a complete guar- 
amtee against obsolescence. Here’s a down-to-earth merchandising prin- 
ciple based upon the experience of each individual station and what its 
customers buy! No extras, no dead numbers, no overloading. WIX-O- 
MATIC gives your stations selling efficiency with maximum sales action 
and profit. Ask us to show you how you can have this modern marketing 
advantage at no cost to you or your dealers. 





The WIX-O-MATIC Floor Cabinet shown han- 
dies a stock of 54 Cartridges—always 
balanced—always fresh. There is also a 


hd WIX-O-MATIC Wall Rack ... a big space- 
Ty 3 @) saver for stocks up to 30 Cartridges. Write 
for particulars on how you can get WIX- 
O-MATIC at no cost to you. 
FILTERS “ 


WIX CORPORATION 
GASTONIA, N.C. 


In Canada: Wix Corporation Ltd., Toronto 
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Mr. Henry C. Haar, partner, Acme Butane 
& Appliances, Fresno, California, says: 


“Our Ford C-800 services 100 more accounts 


"This Ford Tilt with Transmatic 
Drive gives us 550 gallons more 
product per trip, faster trip time 
and greater maneuverability 


“We selected a Ford Tilt Cab model because 
it provided better weight distribution and 
let us carry about 550 gallons more product 
on 2 ft. less over-all length. This is important 
because we operate in the mountains where 
a short turning radius is a tremendous factor. 


“The performance of our Ford C-800 has 
been very good! Transmatic Drive means 


more deliveries per day because we get up 
to speed faster, and hold it longer. For exam- 
ple, this unit with 550 gallons more payload 
will take the Walker grade on Route 41 at 
20 mph versus 6 mph for one of our other 
units. The hydraulic retarder is a real help 
on the way down. 


“Also, we liked the beauty and the visibility 
you get with this Ford Tilt Cab model. We 
checked the others and thought the Ford 
was better built. Another advantage in favor 
of Ford was the price—we saved well over 
$1000.00 on initial cost alone.” 








Now! ‘ : All tests 


conducted and results 


CERTIFIED PROOF @ CERTIFIED 


by America’s foremost 


FORD TRUCKS research rpenisaton 


*NAME AVAILABLE ON REQUEST 





Send inquiry to: P.O. Box 2687 


COST LESS l  Pord Division, Ford Motor Co. 
Detroit 31, Michigan 





“59 Ford Pickups Win 
Economy Showdown U.S.A. 


-average 25.2% better 
gas mileage! 


Impartial tests of the 1959 pickup models of all six makes prove 
conclusively that Ford’s 4-ton pickups equipped with Short 
Stroke Sixes are the economy champs for ’59. 


HOW TESTS WERE MADE 


Standard six-cylinder models of the six leading half-ton 
pickups first were put through exhaustive road trials. All ’59 
trucks—Ford and competitive—were bought from dealers, just 
as you would buy them. After at least 600 miles break-in, all 
were brought up to manufacturer's recommended specifications. 


The trucks were then tested — by America’s leading inde- 
pendent automotive testing firm—at constant speeds of 30, 45 
and 60 miles an hour. Next came stop-and-go tests, ranging 
from moderate city traffic to normal retail delivery operation. 
Acceleration rates were carefully timed in each gear to insure 
accurate results for all makes. 





h 1” ) ‘ ‘ HOW NEW ‘59 SIXES RATE IN GAS MILEAGE 
per mont » ye 59 | 25.2% |31.1%| 9.6% | 42.6% | 22.0% | 25.2% 


FORD more miles | more miles | more miles | more miles | more miles | more miles 





SIXES per gallon | per gallon | per gallon | per gallon | per gallon | per gallon 
than Make | than Make | than Make | than Make | than Make] than the 


X i j GIVE “co” ot had “Gg” “pH” “gy average of 
Go FORD Wako for savings eee it makes 


The 59 Ford Sixes, in every test, averaged more miles per 
gallon than every other make! Combining all tests, the ‘59 
Fords led the average of all other ’59 pickups by 25.2%. 

WHAT’S THE SECRET? 


How can a 59 Ford Six make four gallons do the work of 
five in other trucks? 





























First, of all pickup Sixes, only Ford has modern Short Stroke 
design. This new type of engine is basically far more efficient 
than long-stroke Sixes of other pickups. Example: Ford’s Six 
delivers more usable horsepower than any other pickup Six. 


Second, to this modern engine Ford has added a new econ- 
omy carburetor. By metering fuel more precisely in both low- 
and high-speed ranges, Ford’s new carburetor boosts gasoline 

; mileage in every type of driving. And Ford’s Economy Car- 
LESS TO OWN... LESS TO RUN... c »:  buretor is standard at no extra cost. 
LAST LONGER, TOO! BS Your Ford Dealer now has the complete report of Economy 
‘3 Showdown U.S.A. Why not call or visit him today and get the 
whole story firsthand? 





Standard 
for 
Comparison 


== WHERE IT COUNTS 


pe # 


WITH HIGHER 
CAPACITY 


® 


REMOTE 


PUMPS 


RAM submerged pumps have greater capacity at the dispenser 
nozzle than any other units of similar type. And you enjoy 
complete flexibility with RAM, the pumping unit that’s designed 
to handle fuel developments of the future. No chance of vapor 
lock, no matter how volatile the fuel. 


HIGH OUTPUT 1} H. P. 4-stage RAM is your best bet for 
those stations demanding top performance from up to three 
dispensers on one pumping unit. As a matter of fact, it can’t be 
beat at the nozzle. 


HIGH OUTPUT % H. P. 4-stage RAM exceeds gallonage 
requirements for the busiest super service station! With 
automatic nozzles operating simultaneously, this RAM unit gives 
eight vehicles all the motor fuel the average car fill can handle. 


And for MATCHED-FLOW performance, Bennett recommends 
its 2000 Series dispensers with the exclusive “friction-free” 
all-metal “fuel-proof” meter. Write or see your Bennett 
representative for more information. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION ¢ Muskegon, Michigan 


District Offices: Albuquerque « Atlanta « Baltimore * Boston * Charleston * Chicago * Cleveland 
Dallas * Denver ¢ Detroit * Kansas City © Little Rock « Los Angeles * New Orleans * New York 
Philadelphia ¢ Pittsburgh * Rochester « Salt Lake « Seattle « St. Paul * San Francisco 

IN CANADA: JOHN WOOD COMPANY LIMITED ¢ Toronto * Montreal * Winnipeg * Vancouver 

Export: John Wood International Corporation, 29 Broadway, N, Y. Cable “‘WOODINTER” 





KUTNER 
BUICK LIKES 
CURTIS BEST 


“WE NOW HAVE 17 CURTIS LIFTS... 
WE WOULD HIGHLY RECOMMEND THEM 


TO ANYONE.” Jules Kutner, President 
Kutner Buick, Philadelphia, Pa. 


Philadelphia’s renowned auto dealer, Kutner Buick uses 

(exclusively) the CURTIS Single Post Frame-Engaging 

Lift. Kutner says they “handle any type of repair job in- 

cluding the removal and overhaul of automatic transmissions, 

rear ends, drive shafts, brake work. We very carefully 

examined all makes and felt Curtis equipment was superior 
. started with 5 lifts . . . today we have 17.” 


“GIVE YOU A LIFT”’ 


OUR 105TH YEAR 


MANUFACTURING COMPANY - PNEUMATIC DIVISION 
Write Dept. 60, St. Louis 20, Missouri 


fa Betry i PACKAGED 
oh = 27, aS ‘x AND 
I MOP Weta ——/ REMOTE AIR 
| y : CONDITIONING 
~< bs Poy EQUIPMENT 
AUTOMOTIVE HIGH PRESSURE INDUSTRIAL j AIR HOISTS 


AIR COMPRESSORS CAR WASHER AIR COMPRESSORS AIR CYLINDERS 
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Great teamwork! Managing the outdoor end of the busi- (left), while Al Russell, ex-high school teacher, does the 
ness comes naturally to part-time farmer George Baker paper work. They’ve been going strong since 1951. 


Solar Heat Kindles Hot Partnership 


“Service calls running scarcer 
than buffalo round here,” 
say Baker and Russell, Shippensburg, Pa. 


“UNTIL RECENTLY, we'd been farming our burner service 
operation out to a local plumber. We just didn’t want 
the headaches or the big expense of annoying middle-of- 
the-night service calls. 

“Comes new Gulf Solar Heat and just like that the pic- 
ture changes. Our plumber friend wants to know why he’s 
making fewer service calls. He’s amazed that a heating oil 
can burn so clean . . . keep burners running so smoothly. 

‘Soon we get the message: with new Gulf Solar Heat we 
can run our own service operation—profitably! And that’s 
what we’re doing right now, with a minimum of trouble. 

“Our advice: connect with new Gulf Solar Heat .. . cut 
service calls way down . . . make a better buck.” 

For complete information phone your nearest Gulf office. 


Go one better—Go Gulf 


This 630-lb. brood sow is a resident 
of George Baker’s 120-acre farm in the 
Cumberland valley. Plenty of room for 
60 head of cattle, 45 hogs, a barnful of 
chickens, and acomfortable farm home. 


: : heating oil 
Baker is also an avid hunter. 3 


Free time finds Al Russel! working at 
his hobby —winter bouquet. He gets the 
colorful ‘dried weeds” from his own 
back yard and creates many interesting 
arrangements. He is an active Mason 
and church worker, too. 
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With Acme-Hamilton 0.S.&D. Hose 
you can give the pumps full throttle 


With Acme-Hamilton O.S.&D. Hose y ola Mme itla Sm a Ala Me a-11 a) fe) del-to i fol | 


an rol oo) by maximum press 


ike 
full vacuum and provide maximun 
oX-tote Me Lal] ome Lalo MM ool gel -MM (ololollile Me |al flexibility without kinking 
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neoprene oil-resistant tube 


discharge pressures up 
ty materials and con 
handling of this hose under all ( Thick neoprene cover resists 
ions, and guar nger light, weather, abrasion 
; troleum products 
CHECK THESE FEATURES (0) Reinforcing wire grounded 1 
ples t ORES I olohi- ME Sich ile iste 
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alto) old tal talus] olactelalehi-teMaal-te! ) Write Acme-Hamilton Dept. PN91 


Acme C) Hamilton 
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ATLANTA CHICAGO Vetreo!it.« #h#CoOUST Sees INDIANAPOLIS ° L 


MILWAUKEE = NEW YORK = PITTSBURGH « SALT QARE CITY - SAN FRANCIS < 
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The latest refinement in a long-tested, proved 
and improved explosion-proof combination 
Motor Starter & Circuit Breaker, this new 
Crouse-Hinds Condulet® EPC-M59 brings you 
tomorrow’s convenience, dependability and 
safety at yesterday’s prices. 

Designed to conform with the National Elec- 
trical Code requirements for Class 1, Groups C 
and D; Class II, Groups E, F and G; and Class 
III, it provides for built-in breathers and drains 
... built-in push-button stations, selector switch 
and pilot lights . . . seven taper-tapped conduit 
entrances . . . starter below breaker for safe, 
easy maintenance . . . compact design to permit 
a greater number of controls in any given area. 

Now available in 7” and 9” sizes for Sizes 1 
and 2 starter combinations. For more detailed 
information consult your Crouse-Hinds dis- 
tributor, or any of the offices listed below. 


CROUSE@HINDS 


MAIN OFFICE AND FACTORY: SYRACUSE, NEW YORK 
Crouse-Hinds Company of Canada, Ltd., Toronto, Ont 
Crouse-Hinds Instrument Company, Inc., Silver Spring, Maryland 


@ CONDULET® ELECTRICAL EQUIPMENT (Explosion-Proot and Conventional) @ FLOODLIGHTING 

@ TRAFFIC CONTROL SYSTEMS © AIRPORT LIGHTING and WEATHER MEASURING EQUIPMENT 
These products are sold exclusively through electrical For help. contact 
ene of the following offices: Atlania Baton Rouge Birmingham Boston Bulialo Charlotte Chicago 
Cincinnati Cleveland Corpus Christi Dailas Denver Detroit Houston Indianapolis 
Kaneas City Los Angeles Milwaukee New Orleans New York Omaha Philadelphia Pittsburgh 
Portland, Ore. St. Louis St. Paul Salt Loke City San Francisco Seattle Tulsa Washington 

Resident Representatives: Albany Baltimore Reading, Pa Richmond, Va. 
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Finance ... one of 10 vital links in 
building a successful jobber operation 





Finance, supplied by the oil company be- 
hind the jobber, is one of many integral 
parts that must be linked together in order 
to establish a successful jobber operation. 
As part of its jobber Finance service, Shell 
will assist jobbers in financing expansions 
and modernizations. 

Shell offers its jobbers many other out- 
standing benefits including: 


Merchandising — The Shell Jobber Repre- 
sentative and the Shell Retail and Mer- 
chandising Representatives keep the jobber 
and his organization abreast of the latest 
techniques in service station operation 
and management. 


Training—Shell conducts Jobber Work- 
shop conferences and Retail Training 
schools in jobber marketing areas. 


Advertising—Shell supplies jobbers with 
local advertising copy for all major media 
at no cost and then pays 50% of time- 
space costs on a co-op basis. 


Volume— Shell markets more than one- 
third of its total gasoline and over 70% 
of its fuel oils through jobber organizations. 


Stability— Shell, where legal, may give its 


jobbers exclusive territorial rights and the 


chance to extend contract length up to 
5 years. 


Consultation—Shell offers the help of com- 
petent real estate representatives, engineers 
specializing in construction and main- 
tenance, and financial consultants. 


Product Acceptance — Shell, one of the coun- 
try’s largest national advertisers, has top 
consumer acceptance. 


Flexibility—Shell has a pricing policy that 
is fair and competitive at all times. 


Research — Shell spends millions of dollars 
every year on research. Seven Shell re- 
search laboratories employ 2000 technical 
experts who constantly work to improve 
and expand the Shell product line. 


Shell jobbers enjoy these betiefits and many more . . . reason enough for agreeing— 


IT PAYS TO BE A SHELL JOBBER 


—and the nearest Shell office will be glad to show you why 
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TIMKEN-DETROIT TK-S500 SERIES TRAILER AXLES ARE 
STILL THE LIGHTEST, SAFEST, MOST RUGGED YOU CAN BUY! 


adtie tet tel @lal Daal -let me felgel-teMt-Si-1-) Mi -le-t a-) 
Spider is electronically welded to axle for 


Rab am- tale tne) -2G0-) amo) a-t.4-mi ol-1 gael gaat: talor: 


|S Tet i gelallom -i°htta. £11 +tohat-tellaleli-migem aelel=) 
a al-Me-hamelale|-1-8an-t-1on diols lohan dal-mr- 6 ai-) 


ranteed for life of the trailer! 
7 


often imitated 


en 


but never equaled ! 


Every TK-500 Series Trailer Axle is “torture-tested” for 
safety. 


Exclusive alloy steel spindles are upset forged and hot- 
pierced for greater strength at less weight. 


One-piece forged alloy steel brake spider is practically indestruc- 
tible... gives rigid brake support and never needs replacing. 


Huge Rockwell designed welding machines electronically butt- 
weld the spindles to the seamless tubular section, making this the 
strongest section of the axle. 


ROCKWELL-STANDARD CORPORATION Only Rockwell-Standard has the facilities to perform these opera- 
tes tions. Backed by 50 years of axle pioneering and billions of miles 
of trouble-free service, Rockwell-Standard is the accepted stand- 


pare Accgoted Ni) [Yi standard ard for the industry. 


svoaremee ©1959, R-S Corp. 
Plants et: Detrolt, Michigon For maximum safety, less maintenance and more payload, specify 
Oshkosh, Wisconsin « Kenton and Newark, Ohio and insist upon the Timken-Detroit TK-500... there is no equal. 


New Castle, Pennsylvania 


A Product of ROCKWELL-STANDARD Corporation 
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This DILLECTRIC Advertisement 
In April Reader's Digest 


Presents Dealers An Unusual Opportunity to Build Greater 
Customer Confidence, Bigger Profits! ! 





Tire Experts Explain: 


Why Tubeless Tire Repairs This message will be , 
J P Pe WER 26 wali. pes 59 a 


Should Always Be Vulcanized — 


Safe, sure, permanent repair of ee | 
tires calls for a repair designed specially 

for this type tire. The repairs are exposed to 
more stress and strain on a rolling tire, yet 
must hold firmly with less support, Just 
“any” patch won’t do the job satisfactorily! 


The safest, surest tubeless tire repair is They ll Lin Vo that DIL l EFCTR. 10 
Dillectric Electrically Vulcanized? Electric . y Le ¢ 
Vulcanization fuses the repair to the tire YO DOU... Gnal why! 
body — actually makes it a permanent 
part of the tire! Dillectric repairs never 


come loose, leak or pop off. Under all “Thid Wittnd Wow ppg 
driving conditions Dillectric repairs are _— D YA Ty CTR C , / : JU 


permanently reliable, ee | 
well worth a few pennies more! 
The next time you need a tire repair, Clvaibable, Free tp ale D 
VLLECTRIC 


tube or tubeless, insist on Dillectric Elec- os al 


trically Vulcanized. Available wherever the Atabera f- 
emblem below is displayed. Look for it. ak ' 
| Sen neguists To Dept: 4 


marwomiae paste) 
raijle aig wae DILL fe ity! 


TIRE AND TUBE REPAIR 
LG Are Your Dealers Prepared? 


Free Booklet “Tips To Get Longer Life, nt DUAMOTRIC and Reader’s Digest 
Safer Service From Your Tires” available. Sra — eae l ue and profitable results for 
” Send 10¢ to cover postage and handling step mA gupryohere! 
Be gg| to Deve 1 at to addres below , The DILLECTRIC stofy is factual! The Digdt 
fer’, ses S a remarkable history of audience response! 
: 9p ating and| tne DILL Manufacturing Company Together they form an unbeatable team! 

mb 700 E. 82nd Street « Cleveland 3, Ohio : ee ae Arp hesepecesy are prepared to take 

ull advantage of this opportunity by postin 

DILLECTRIC dealer emblems and eckinn 
ample supplies of DILLECTRIC tire repair mate- 
rials. The pay-off is bigger profits, more satisfied 
customers— greater customer confidence! 











f 








=X 7 th ns 
ERLE] 2X EE. SUK | DE EZ... | Manufacturing Company 


x ANNIVERSARY *& 700 E. 82nd Street + Cleveland 3, Ohio 
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The New Fruehauf 


1 New All-Purpose Stainless Steel Chemical Tank 
ideal for resins and solvents, 4,600 gallon standard capac- 
ity, stainless jacket and shell, carbon steel fenders, 2" 
glass fiber insulation, 2” cork over rings and Z bars, 1” 
stainless heat coils, 3 rear discharge, clamp type valves, 
4” emergency valves, 2” drains. 


ews 


2 New Aluminum Bulk Flour Tank, with Airslide* 
discharge, 1,400 cubic foot standard capacity, all welded 
aluminum jacket, unloading system with 2 panels front and 
rear, 2 blowers with 5 h.p. electric motor, air conveying 
system with 2 exhausters and 1 h.p. motor, blower and 
20 h.p. motor, loading hatches, also 3” rear pressure 


loading nozzle. 
* Trademark Fuller Co. 


aoa MBB) ccdnts a ha i Sab ta a dass 


3 Western Steel and Aluminum Gasoline Transports 
Bolster mounted truck tanks and frameless 4-wheelers, 
both designed for lightest possible weight, up to 500 extra 
pounds of payload . . . deep contour design with lower 
center of gravity, extra wide tank cradles, truck gallonage 
to 4,500, trailer gallonage to 5,300. 
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4 New Conical Steel Asphalt Tank, with tapered 
conical steel shell and aluminum jacket, 5,000 gallon 
capacity, external ring reinforcements, 2 baffle plates, 2” 
insulation, 2” steam coils with rear inlet and outlet manifold, 
units available with aluminum frame in 6,400 gallon 
capacities at weight of 8,700¢. 


SER nash osaiiined ae cain 


5 New 5-Compartment Steel Bulk Feed Tank 
Discharges up to 100 feet, 990 cubic foot capacity, under- 
slung cabinet with engine, blower, and hydraulic pump, 
unloading system with 36” wide hydraulically powered 
conveyor belt, gravity rear discharge, air conveyor system 
with rear exhauster, and 4” discharge line, relief and 
check valves. 


6G Single Point Discharge Bulk Cement Tank, twin- 
and-a-half screw unloading, 191 barrel capacity, discharge 
system with 2 screw conveyors front, 1 rear, hydraulic 
motor, control valve near motor, 1,500 P.S.I. maximum 
operating pressure, screws controlled at motor or“rear of 
Trailer, chain and sprocket drive. 


NATIONAL PETROLEUM NEWS °* April, 1959 





Tank Line For ’59! 


It’s The Most Complete Tank-Trailer Line-Up 


2% 





7 Lightweight All Aluminum Asphalt Tanks, with 
6,400 gallon capacity at the low weight of 8,700t com- 
plete, retains temperatures up to 400°. 


8 Single Compartment Propane Tanks, in capacities 
up to 9,135 gallons of propane, also adaptable for an- 


In The Liquid Hauling Industry Today! 


we 
3s 


: ‘ * 3 . et) 
10 High-Value Steel Gasoline Tank, with 6,200 gallon 
capacity, 3 compartments, precision construction, automatic 
seam welding, low price tag. 


5 ee ROE OR promi 


11 Standard Aluminum Gasoline Tank, has 8,900 
gallon capacity at 8,870¢ scale weight, 3 compartments, 


hydrous ammonia. automatic welding construction. 


12 Stainless Steel Sanitary Tank, for milk and edibles, 
with 5,400 gallon capacity, removable aluminum wrapper, 
2” glass fiber insulation. 


9 Single Compartment Steel Acid Tanks, with 2,900 
gallon capacity, flange quality steel construction, adjustable 


upper coupler. 


World's Largest Builder of Truck-Trailers 
ieee a 
i; a FRUEHAUF TRAILER COMPANY 10948 Harper Avenue 
Send complete, illustrated facts at once, with no obligation to buy, on the types of Fruehauf units circled. 


RUEHAUF | 
TRAILERS fs t3| 7) 0] om 


ADDRESS 


9 11/12) city STATE 


Detroit 32, Michigan 
































For Forty-Five Years—More Fruehauf Trailers On The Road Than Any Other Make! 
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UNRESTRICTED FLOW 


PHILADELPHIA 


mean 
fast 
deliveries 





‘*S ave time at the delivery point, 
and you save money.” That is the con- 
sensus of tank truck operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 














SECTION THROUGH REEL 





Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 
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The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 
changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


HOSE REELS 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


ee ia ee F 


ONTARIO STREET, 


PHILADELPHIA 33, PA. 


Manufacturers of Reels & Valves Since 1922 
Pacific Coast Distributors: 


Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 


11, California 


New England Distributor: Northeastern Petroleum Service & Supply, inc., 37 Brookley Road, Jamaica Plain 30, Mass. 
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/ You Can Get 
’ the Latest Tilt-Up Styling 








This efficient installation shows Guardian Golden- 


Fixtures mounted on new Guardian No. 221 ‘Y"' Poles 


with ANY STANDARD Guardian 
Island Fixture... At No Extra Cost 


Now, tailor-made “Y” Lights to fit your own tastes and 
lighting requirements. Select any one of the popular 
Guardian “T” Fixtures*...the Royal-T, the Golden-T or 
the Thrif-T. .. mount it on the new Guardian “Y” Pole... 
and you'll have today’s most modern and distinctive “Y” 
Light. You’ll have a fixture that will blanket a wide area 
with an abundance of brilliant light ...a fixture that 
attracts attention to your station from blocks away. 

Write for the complete story on this latest Guardian 
advancement in tilt-up styling. 


* All Underwriters Approved 


Another Guardian “Y" Light assembly is demonstrated 
in this application showing two 

Royal-T Fixtures plus two Guardian Series 9200 
Fluorescent Floodlights mounted on a pole extension. 


ot x. NEES dike a Be 
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extra lif : 
0.5.&D. hose 


Permeation Barrier is a protective 


> 
% 


e to this 


layer of special rubber compound be- 
tween the tube and the reinforcing layers 
of Gates O.S.&D. Hose. 

This protective layer reduces the 
damaging penetration of oil hydrocarbon 
molecules, which can cause separation 
between components of the hose. As ex- 
perienced users know, maximum adhe- 
sion between these internal components 


“Permeation Barrier” is the key to long hose life. 


protects these quality Maumuibs For more hours of actual service life, 
fewer replacements, and substantially 
COVERS of tough, resilient rubber stock 3 
which resists damage by aging, abrasion, lower hose costs...specify Gates O.S.&D. 


weather and oil. 


TUBES specially compounded to handle Hose. 


petroleum products without softening or 


swelling. THE GATES RUBBER CO., 


REINFORCEMENT of spiral wound steel 
wire, to provide maximum strength and Denver 17, Colorado 
flexibility to the body of the hose. 


CARCASS of high tensile fabrics in multiple 
plies...engineered for full rated suction 
and discharge pressures. 

BUILT-IN FITTINGS static-bonded to dis- 


charge electricity before a dangerous 
charge can be built up. 


TPA-347 





The Mark of 


sates Oil Loading Hose 


(To obtain more data on advertised products see page 170) NATIONAL PETROLEUM NEWS * April, 1959 





lnileway OLYES YOU CHOICE 


[WM PRICE WITH 0 
_ SACRIAICE “A 


HI-LUME 


The finest fixture available. Any length with 4 or 6 
Power Groove or High Output lamps. Completely 
adjustable post adapters. 


JET LUME 


A finely engineered fixture at inter- 
mediate price. Available in any 
length with 4 or 6 Power Groove or 
High Output lamps. Completely 
adjustable post adapters. 


"Yeaoe MARK 


HI-LANDER 


Economy that saves dol- 
lars. A 2 lamp Power 
Groove, or 4 lamp High 
Output unit that meets all 
budgets, available in any 
length. Completely adjust- 
able post adapters. 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING FQUIPMENT FOR PROGRESSIVE SERV 
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For the dnd Big Year. . The 


HOTTEST BRAND GOING 
Builds 
Traffic 


> e 
HOTTEST CONTEST 


Conoco Jobbers and Dealers get Conoco’s brand of assistance all 
year long! Traffic-building promotions...sales and management aids 
... valuable information on service-station problems... employee 
training. Wouldn’t you like this brand of year-round support? 
Contact a Conoco Division Manager about the Hottest Brand Going! 


dl 


Contact the Division Manager nearest you... 


R. W. Abrahamson Dale Chapman K. T. Johnson Warner Tyler 
912 Baker Building ; 757 West Second 1300 Main Street 400 West Madison St. 
Minneapolis 2, Minn. South, P.O. Box 2250 P.O. Box 2197, Houston, Texas Chicago 6, Illinois 


G. W. Brown Salt Loke City 10, Utah J. L. McCulley K. R. White 


244 Rowan Bldg. J. B. Dickey 1242 North 28th 836 Stuart Building 
6000 Camp Bowie Bivd. 2158 Union Avenue Billings, Montana P.O. Box 393, Lincoin 1, Nebraska 


Memphis, Tenn. 
Fort Worth 16, Texes M. T. Swanson J. G. Willis 


R. E. Caruthers W. S. Dulaney 1755 Glenarm Place 6183 The Paseo 
Fidelity National Building 800 Commerce Building Denver, Colorado Kansas City 10, Missouri 
~ 200 North Harvey New Orleans 12 
Oklahoma City 12, Oklahoma Louisiana 


© 1959, Continental Oil Company 
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A CADILLAC FULL OF CASH! 


A Series 62 Cadillac filled with $10,000 in cash! 


*90,000" CONTEST 
112 PRIZES 


... plus 12 $1,000 Bonuses! 


PLUS: 


EIGHT WEEKS OF CONCENTRATED 
NEWSPAPER AND MAGAZINE 
ADVERTISING, TELEVISION AND 
RADIO COMMERCIALS, AND 
OUTDOOR POSTERS 
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SECOND PRIZE: 


A 1959 STATION WAGON! 


Winner’s choice of a Ford, Chevrolet or Plymouth! 





THIRD PRIZE: FOURTH PRIZE: 


10 RCA VICTOR 100 RCA VICTOR 
COLOR TV SETS! PORTABLE TV SETS! 


Add living color to 
your viewing pleasure! 
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PROBLEM: 


WATER AND DIRT IN PETROLEUM PRODUCTS 


SOLUTION: 


WARNER LEWIS TWO STAGE SEPARATOR / FILTERS 





For Process, Pipeline and Marketing Facilities 
HOW IT WORKS 
Coalescing Filtering 
Hydrocarbon and water enter inlet and pass 
through the coalescer cartridges where solids such 
as dirt, rust and scale are removed and mechanical 
emulsions are broken. Finely dispersed water drop- 


lets gather together into large water droplets and 
fall by gravity into the water-collecting sump. 


Separating 

Clean hydrocarbon and any entrained water 
droplets flow to the separator cartridges. This 
chemically-treated media completely blocks the pas- 
sage of water and clean hydrocarbon passes through 
the cartridges to the outlet. 


Two stage design provides positive protection against 
contaminated products not possible in single stage 
designs. 


Replacement cartridges feature high dirt holding 
capacity and low cost replacement. 














Write Process Section, Warner Lewis Com- 
pany, for details. 


WARNER 
LEWIS 
Company | 


BOX 3096 © TULSA, OKLAHOMA 


DIVISION OF FRAM CORPORATION 
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FACTS FOR JOBBERS FROM PURE OIL: 





PURE helps you with 
your future planning 





PURE’s programming-for-progress plan is a management consult- 
ant service covering every phase of jobber operation. Includes analysis 
of your business, setting objectives, and working with you to meet 
those objectives. In every case you work with an experienced PURE 
representative who takes a personal interest in your future. 


Here are more reasons why you should 
investigate the PURE franchise: 


PURE believes in jobbers—Jobbers are well-known 
and respected citizens of their communities. They are 
intimately aware of local problems and conditions. 


New facilities—When future plans call for building 
new facilities, PURE can help with station or plant 
design and low-cost financing. 


New business—Field-tested sales programs help you 
develop profitable farm, fuel oil, car dealer, fleet, or 
industrial business. 


Credit business— Exchange credit arrangements bring 
tourist business to PURE jobber stations. 


Merchandising help— PURE supplies its jobbers with 
merchandising, advertising, and sales helps, service 
and operating manuals, and sales building ideas. 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 


it pays to BE SURE WITH PURE 
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MARLOWS” INCREASE DELIVERY CAPACITY 
32,000 GALLONS PER 


Marlow Model 2C2G pump being installed in a Coan Brothers tank truck. 
These rugged pumps have a variable capacity to meet any fuel oil 


delivery equipment. 





Coan Brothers Use Efficient MARLOWS° 
to Handle 5,000,000 Gallons Without Service Interruption 


Coan Brothers operate a fleet of 
eight retail delivery trucks, seven 
tank trailers and 12 service trucks 
in Natick, Mass., that supply fuel 
oil to homes, schools and office 
buildings. One of the largest firms 
of its kind in the state, Coan oper- 
ates on a degree day system... 
averaging more than 200 gallons 
per stop. 

Founded in 1946, Coan Broth- 
ers converted one seven-year-old 
truck capable of only pumping 32 
G.P.M. to a Marlow Model 2C2G 
self-priming pump. This jumped 
the capacity to 95 G.P.M. “Hav- 
ing recently converted all our re- 
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tail trucks to Marlow Model 2C2G 
pumps, we expect to pump 80,000 
gallons per day,” states Frank 
Coan, president and general man- 
ager. “With the old pumps it was 
even difficult to pump 48,000 gal- 
lons of fuel without service,” Mr. 
Coan adds. 

By converting to Marlow 
pumps, Coan Brothers were able 
to take on new customers without 


adding to their truck fleet and 
service present customers with less 
equipment. The truck unit origi- 
nally converted to a Marlow has 
now pumped over 5,000,000 gal- 
lons of fuel without service. 


If you have a problem in han- 
dling petroleum products, see your 
Marlow dealer for the answer. 
Write today for illustrated Bulle- 
tin PM-06. 6-280 


MARLOW PUMPS® 


DIVISION OF BELL & GOSSETT CO. 
Midland Park, New Jersey 


Morton Grove, Illinois 


NATIONAL PETROLEUM NEWS * 


Longview, Texas 


April, 1959 





e+» TO MAKE IT SHINE 4 
»--OR STOP ON A DIME 4 








can with CROWN 


Polishes or brake fluids . . . any automotive accessories 
in self-stacking cans, you can with CROWN—quality 
containers for every product. This “F’’-style can is 
widely used for automotive products and household 
specialties. Retailers enthusiastically endorse its per- 
fect stacking design that eliminates shelf damage and 
keeps displays neat and attractive. Stock loss by 
breakage is eliminated. 

This ‘“F’’-style, self-stacking can is another CROWN 
first . . . typical of the highly specialized services 
CROWN offers their customers. These services include 
engineering assistance, package design, and the facil- 
ities of the world’s most modern lithography equip- 
ment. Plants and offices in 18 strategic locations. 


Write for CROWN’s brochure on “F’’-style cans 
Crown Cork & Seal Company, Can Division, 
9300 Ashton Road, Philadelphia 36, Pa. 


whatever you can... call on 


CROWN CORK & SEAL COMPANY, INC. 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 
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Oil sales get a bigger boost from FRAM than from any other 
filter company. Latest example: FRAM $60,000.00 Treasure Hunt 
—the biggest accessory promotion ever launched to get 

hoods up! Dealers, on the alert for 10,000 “cash cars”, are 

selling more filters...selling more oil changes. 
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TIONAL PUNCH... 


RST! 


Se Anyway you look at it... 
a” FRAM ranks first! 


@ More drivers prefer FRAM @ More car makers install FRAM ‘ 
... than any other filter! @ More and more dealers are O/L A/R FUEL WATER 


switching to FRAM daily—to get the proved extra sales that 
come when you handle FRAM filters. 
FRAM CORPORATION, Providence. 16, R. I. 
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New lighting standards 


for Service Stations 


Upswept Double Davit poles with 15-degree upward tilt permit 
wide spread of light over’ pufip~tslands and service areas. 


Horizontal Double Davit poles may be 
mounted individually or end to end. 


Unique pole design gives pump islands 
an unusual, attractive appearance 


More than mere supports for island lights, the 
Revere Double Davit island light poles are an integral 
part of an extremely attractive, attention-drawing 
lighting installation. The installation has the particular 
advantage of spreading light over the entire island and 
service area without interfering with gasoline pumps. 


Free-tiowing, simple lines of the Double Davit 
poles blend pleasingly with the modern lines of 
fluorescent luminaires. A pleasing architectural addi- 
tion to a service station, they were designed specially 
for use with Revere’s 9700-VH Series Fluorescent 
Island Lighters. 


Two types of poles are available which 
permit luminaires to be installed horizontally or with 
a 15-degree upward tilt. The horizontal-mounting poles 
are placed parallel to the pump island, singly or in 
tandem. The upswept poles are placed in the center or 
at either end of the pump island and can be parallel or 
at right angles to the island. 


Air and water outlets are provided in the en- 
closed lower section which has a large removable cover 
for easy access to all wiring and piping connections. Kits 
for the air and water connections are available and 
include all the necessary copper tubing, brass fittings, 
hose hooks and accessories. 


Write for complete information on the Double Davit poles and on the Revere 9700 Series Fluorescent Island Lighter. 


OUTDOOR LIGHTING 


Revere Electric Mfg: Co. 


7420 Lehigh Avenue ¢ Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 © Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


(To obtain more data on advertised products see page 170) 
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Add all three selling points with just one additive: 


Du Pont RP-2 


Now you can pack three potent selling 
features—anti-rusting, anti-stalling, 
and self-cleaning—into your gasolines 
with just one additive, Du Pont RP-2. 


CONTROLS RUST. RP-2 forms a bar- 
rier between metal and moisture. This 
blocks rust formation throughout the 
entire fuel system from gas tank to 
carburetor. Stops rust during storage 
at refinery and at service stations, too. 


CONTROLS CARBURETOR ICING. RP-2 
prevents stalling caused during idling 
by icing of carburetor throttle plates. 
Many gasolines require this protection 
when temperatures range from 22 to 
55°F. and relative humidity exceeds 
65%. 

CONTROLS CARBURETOR DEPOSITS. 
RP-2 adds a detergent action to your 
gasolines which not only keeps new 
carburetors clean, but gradually cleans 
the throttle plate and throat of car- 
buretors which are already dirty. 
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CONTAINS PHOSPHORUS. RP-2 con- 
tains phosphorus, so you can take a 
“phosphorus credit” if you’re already 
using phosphorus for control of sur- 
face ignition. 

For more information on this prod- 
uct and a complete program for mar- 
keting its advantages in your gasolines, 
call in your Du Pont representative or 
write Petroleum Chemicals Division, 
E. I. du Pont de Nemours & Co. (Inc.), 
Wilmington, Delaware. 


Better Things for Better Living 
++. through Chemistry 


HOW TO SELL GASOLINE WITH RP-2: This 
sample advertising kit shows how you can use 
RP-2 to create new market excitement for your 
brand of gasoline. See your Du Pont represent- 
ative or write for the kit. 


Tetraethyl Lead 


and other 


Petroleum Additives 
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at lower cost with greater durability 


from HOPP—pioneer in plastics 


Now, because of Hopp’s ultra-modern production methods, you'll 
pay far less for the best laminated plastic credit cards on the market. 


@ ECONOMICAL Hopp’s laminated plastic credit cards are guaranteed precision-cut 
e STURDY CONSTRUCTION and pliable, yet sturdily constructed to take the pressure of any em- 
LAM bossing machine in the hundreds of corporations that issue their own 
5 ptr ar — cards, Bakelite rigid Vinyl sheeting is used exclusively by Hopp 
PRECISION CUT because this material can be fabricated to meet the requirements 

e of any credit card designed. 


As one of the oldest and most experienced companies in plastic 
lamination, Hopp’s complete technical and manufacturing facilities 
can be your answer to the increasing importance of the right plastic 
product at the right price.Send for samples and prices, DEPT. V. 


HOPP.PLASTICS 


DIVISION OF THE HOPP PRESS, INC., EST. 1893 








460 WEST 34th STREET, NEW YORK 1, N. Y. 
TELEPHONE: BRYANT 9-1800 
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now...this new brake shop on wheels 
puts you in the 


BRAKE SERVICE BUSINE 





Brakes are one of the “Big-Profit” services .. . 
Here's the basic equipment you need to do fast, 
dependable work! 

It's AMMCO’S new ‘Brake-Shop-On-Wheels— 
Drum Lathe, Shoe Grinder, Drum Micrometer 
and other accessories—all on rugged mobile 
bench that you can use and store anywhere. 
The Brake-Shop-On-Wheels pays for itself and 
shows a good profit too, with just one complete 
brake job a week. Easy terms. 

SEND FOR NEW BOOKLET that explains the 
terrific money-making opportunity in Brake 
Service that’s waiting for you. 


AMMCO TOOLS, INC. 
Commonwealth Avenue, North Chicago, Illinois 
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MORE TIRE POWER MEANS 


START WITH AN OVERLOAD ADD INTENSE HEAT 


The illustration above shows a 100% load based on Tireand Tire and roadbed temperatures were checked carefully. 
Rim Standards. In an independent test, trucks equipped Under the blazing Texas sun, road temperatures soared to 
with nylon tires and tires containing TYREX viscose cord 189°. Tires made with TYREX viscose tire cord more than 
started with 120% loads... and went up from there! adequately met these adverse temperature conditions. 





...BUT TYREX CAN AND DID! 


When the testing was completed, careful measurements of 
all the tires showed: the rate of tread wear of 10 ply tires 
made with TYREX viscose tire cord was up to 21.7% 


better than 12 ply tires made with nylon. 


CORD DELIVER UP TO 21.7% 


Give your customers more tire power with TY REX viscose tire cord—the 
tough new cord that makes any tire run cooler, softer, quieter and safer . . . 
without flat spotting. These advantages make selling a lot easier. 
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‘THEN PILE ON MORE WEIGHT > 


Tires containing TYREX viscose tire cord traveled over 
20,000 miles at up to 40% overloads without any failures. 
Then the overload was upped to 50% above Tire and 
Rim Standards. 


Before the test ended some tires had failed from separa- 
tion...could not be used or recapped. Tires containing 
TYREX viscose cord went on to 30,000 miles... still had 
tread left and were recappable. 


_ WITH TYREX VISCOSE TIRE 
BETTER TREAD WEAR! 


TYREX INC., EMPIRE STATE BLDG., NEW YORK 1, N. Y. 
*T YREX is a certification mark of Tyrex Inc., for viscose tire cord and yarn. 
Tyrez viscose tire cord and yarn are also produced and available in Canada. 
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Look at the pick-up range! 


Dotted lines show area in which new, 
fast FP-11 Frame Lift pick-up pads 
can be positioned. Sliding, swiveling 
arms can be brought to within 3” of 
each other or set 71” apart horizon- 
tally. Fore-and-aft range is a big 87”. 


Compare the quality! 


Removable pick-up arms are ruggedly 
built to support the heaviest cars. 
Cushions of tough Buna compound 
grip car frame securely, prevent ac- 
cidents. Arms may be raised to verti- 
cal position for lifting light trucks. 


Check the convenience! 


This new two-place wheel spotting 
dish makes positioning any car eas- 
ier and faster. Driver can spot car 
without outside help. Handy check- 
chart tells exact position for wheels 
of any make or model car. 
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HANDLES BIG AND SMALL CARS FASTER, SAFER, MORE EFFICIENTLY 


Lifting the big new cars or tricky small ones is no 
problem with this new lift by Rotary. 

The new, fast FP-Eleven Frame Lift was designed 
to handle modern vehicles faster . . . get more service 
jobs done in less time to increase station profits. Runner 
size and spacing and other dimensions of this new lift 
have been carefully computed to meet the requirements 
of modern vehicles. 

This new superstructure, combined with Rotary’s 
versatile rotating pick-up arms, provides greater-than- 


ever range in pick-up points to lift “X” frame, frame- 
less and other types of cars. 

New two-position wheel spotting dish makes it easier 
to spot all cars quickly. 

And with all this you get maximum undercar acces- 
sibility for faster, easier, more efficient lubrication, oil 
changing, tire and brake work and repair jobs. 

For the finest in frame lifts, buy the new FP-11 by 
Rotary Lift Co., the originator and leading manufac- 
turer of hydraulic auto lifts. 


,— <————— NEW _ TWO-POSITION WHEEL SPOTTING DISH 
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CITIES SERVICE OFFERS 


The World's 





ne 
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Newest Motor Oils 


Keep Engines 100% Cleaner 


A spectacular promotion is now under way to 
help Cities Service jobbers and dealers introduce 
a revolutionary development in motor oils to the 
motoring public. 

Two great new oils... New 5-D Multi-Range 
Koolmotor and New Triple HD Koolmotor now 
keep engines 100% cleaner! It’s a revolutionary 
development of Cities Service Research and 
serves an urgent need for a new kind of protec- 


tion during short-trip driving. 

These new oils provide unprecedented pro- 
tection during critical cold engine driving .. . 
during those three-to-six mile trips that make up 
the majority of all U.S. driving. New 5D Kool- 
motor and New Triple HD Koolmotor prevent 
the formation of the cold engine sludge that 
clogs valve lifters, causes sticky rings and wastes 
gasolene and oil. 


Jobbers-Dealers Backed by Complete Sales Promotion Package 


Outdoor advertising will lead the parade of ad- 
vertising and promotion material backing Cities 
Service dealers for the introduction of the World’s 
Newest Motor Oils. Larger than life, these color- 
ful posters will hit the motorist while he is on the 
highway and primed for buying. 

Station Point-of-Sale material will repeat the 
impact of the Poster campaign right at the sta- 
tion. Window streamers, will be on display while 
consumer folders are provided for use at the 
pump island. 


Radio and TV support will be provided in local 
markets to round out one of the most sensational 
oil campaigns in Cities Service history! 


JOIN THE BANDWAGON FOR PROFITS 


As a Cities Service jobber or dealer you can 
expect complete cooperation and assistance in 
every phase of your operation . . . from taxes to 
station display, from inventory control to adver- 
tising and promotion. For the full story write: 
Cities Service Oil Company, Sixty Wall Tower, 
New York 5, New York. 


TESTS PROVE NEW OIL PERFORMANCE 


This side plate was removed from an engine used in 
a rugged 20,000-mile test with new Cities Service 
oil. Note the amazing cleanliness of that plate...no 
varnish or deposits visible. Cleaner engine operation 
means longer engine life, more miles per gallon. 
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This side plate was removed after identical 20,000- 
mile test using an ordinary premium oil. Sludge 
formed during cold engine operation and resulted 
in heavy deposits. Tests also showed greater wear 
compared to new Cities Service oils. 
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iL PR es-S0L 536 
Two-Terminal 


HEAVY 
DUTY 
FLASHER 


For replacement in vehicles originally equipped 
with standard two-terminal flashers 


Like the three-terminal 534 and 535, 
it’s built with twice the life of other flashers 


For the first time...a two-terminal heavy duty flasher that 
meets the requirements of the biggest part of the truck re- 
placement market as well as the vast majority of passenger 
car trailer applications — U-haul, boat and house trailers. 


The new Tung-Sol 12-volt 536 is identical in performance 
with the 534 three-terminal type: It flashes one to six 21lcp 
or 82cp lamps without a perceptible change in the flashing 
rate .. . delivers an instantaneous four-lamp emergency 
warning ... lasts twice the life of other flashers . . . insures 
more positive action and great dependability. Electroswitch 
Division, Tung-Sol Electric Inc., Newark 4, New Jersey 


(ts) TU N G- SOL--:-- in Flashers 
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GRACO pumps from top 
of drum . . . Inductor seal eliminates all con- 
tamination, evacuates all the grease! 


High Pressure Lubricators ® Hgnd Guns 
Bearing Packers @ ATF Units ® Transfer Pumps 
Gear Lube Dispensers ® Nozzles ® Couplers 
Swivels @ Air Line Equipment 
Hose and Hose Assemblies ® Grease Fittings 
Accessories @ Valves @ Adapters ® Overhead Hose Reels 
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SEVEN REEL BANKS with 22 hose reels serve 17 lube bays in this Graco Power Flush system. 


MLA Use all the grease...get all the profit 


POWER-FLUSH LUBRICATION insures 
a perfect grease job and satisfied customers. 
High volume, under uniform pressure forces 
out contaminated grease—packs in new 
grease fast. Bearing and ring surfaces are 
clean—completely coated. 


NO MORE LOSS OF PROFITS because 
now you get all the grease you pay for. No 
more contamination of lubes because of 
open containers. No more loss of time 
because of messy hand transfer. 


LUBE WORK can be fast, efficient and 
economical as in the modern garage above 


|] with a Graco Power-Flush lube system! 


. . . thanks to a modern Graco Power- 
Flush sealed lube system. This entire system 
is powered by 2 Graco Topper Pumps. 


POWERFUL “TOPPER” pumps grease 
out, cleans the drum as it dispenses . . . no 
waste, no need to touch the grease. Com- 
panion air-powered gear lube unit supplies 
lighter-weight lubes . . . smoothly, quietly 
and with outstanding reliability. Closed 
piped system to overhead hose reels elimi- 
nates contamination. Fast-acting Power- 
Trol valves give precise control over entire 
Power-Flush system. 





Only the “Topper” gives all these benefits: 


@ Evacuates all the grease—no more hand cleaning of drums 
@ Protects the grease because system is completely sealed 

@ Eliminates channeling and aeration in the drum 

@ Handles heaviest of new greases, even at low temperatures 
@ Power-Flushes bearings with high-pressure and high volume 


ASK FOR AN ON-THE-SPOT DEMONSTRATION! 





‘unity @RACO 


GRAY COMPANY, INC. 


432 Graco Square @ Mi polis 13, Mi 


Factory Branches: New York © Philadelphia © Detroit 
Chicago © Atlanta * Houston * San Francisco 





Sales Offices: Washington © Toronto 
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“World's Finest” 


mune 
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Autocar 


First heavy-duty truck ever built 
by the new set of rules 


Result: Up to 5,075 Ibs. off chassis—into payload! 


“Cut as much as 25% off chassis 
weight ...carry the savings in extra 
payload... keep it just as strong 
and powerful.” 

These were the rules that Autocar 
built so successfully into its new line 
of all-lightweight-design highway 


trucks and tractors. But there was 
another rule that overrode them all: 

“Keep it as fine and trouble-free 
as all other trucks that have carried 
the Autocar name.”’ So Autocar en- 
gineers wrote themselves a new set 
of rules—and built an entirely new 


FeNOAKOLOr bw 


“World's Finest” 








truck, all the way from the aluminum 
frame to the roof of the cab. These 
new “‘A”’ models fulfill all of today’s 
(and tomorrow’s) highway require- 
ments—plus the comfort, safety, re- 
liability and serviceability that have 
made Autocar famous. See ’em! 


Division of 
White Motor Company 
Exton, Pa. 
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HERE’S @ Pie ele @ | 
DOLLAR- = oe —~ 
A-MINUTE 

TUNE-UP 

FOR 
(SERVICE 

STATION 

OPERATORS 


NEW ALLEN SCOPE-ANALYZER HAS THE “SELL” THAT BUILDS PROFITS 


The average tune-up—according to national figures—sells for $24.00. The new 
Allen Scope-Analyzer does the job in 24 minutes. . . by the clock. 

The key is the exclusive Allen Scope+Dial-Chek. It’s a combination that sells 
tune-up on the driveway with a 2-minute hook-up. 

If you'd like to see how profitable properly designed service station equipment 


can be, just call or write. We’ll arrange a demonstration at your convenience. 


ONLY ALLEN PROVIDES A COMPLETE TRAINING AND PROMOTION 
PROGRAM SPECIALLY PLANNED FOR SERVICE STATIONS. 
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MASTER-CRAFTED BY 


OLUMBIAN 


SINCE 1893 


ALUMINUM... Master-Crafted by Columbian 
—says all there is to say about the utmost in 
economy and efficiency of fluid transportation. 
The biggest payload you can haul (within the 
regulations of the states where you operate) is the 
objective of Aluminum. Columbian’s know-how 
and facilities for fabricating aluminum into 
strong, efficient transports lets you achieve that 
objective. 


The Columbian-made aluminum transport unit 
pictured above is an example. Of 7,000 gals. ca- 
pacity, it is used for service station delivery. A 
fleet of three similar Columbian-built aluminum 
units for bulk delivery are being operated in the 
Chicago area. 


P. oO. Box 4048-! 


Columbian is Old enough to have the expe- 
rience ... Modern enough to have the latest alu- 
minum fabricating techniques... Large enough 
to have the finest, most efficient facilities ... Yet 
Small enough to give your requirements the most 
careful personal service. 


In addition to aluminum fabrication for truck 
tanks and transports, Columbian makes trans- 
ports and truck tanks of steel and stainless steel, 
with any special linings, including rubber, that 
may be required for the safe handling of chemical 


and corrosive materials. 


Tell us your needs, your area—Columbian en- 
gineering will help you find the profitable answer 
to your liquid transportation problems. 
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See FAST, ECONOMICAL WAY TO 
GET 100% WATER-FREE JET FUEL— 
CONVERT with the Purolator Conversion Kit 


The hay-bale type of horizontal separators or dehydra- 
tors, which you have now in the 300 and 600 GPM sizes, 
can easily be changed to modern, approved separator/ 
filters in accordance with MIL-F-8508A and MIL-S-254B 
specifications. All you need is the Purolator Conversion 
Kit, nothing more—no additional piping, no welding or 
tank modification, no disconnecting of inlet or outlet. 
Servicing can be accomplished by one man. So can 


replacing elements. 

All units are equipped with the Purolator Micronic® 
coalescer element which removes both solids and water 
from jet and other aviation fuels. Purolator recommends 
that units be changed at 15 psi pressure differential. 

Get ready for the jet age the economical way . . . send 
for complete information on Purolator’s Conversion Kit. 
Write to Purolator today. 


Filtration For Every Known Fluid aed U Se O LATO i 7 


PRODUCTS, INC. 


RAHWAY, NEW JERSEY AND TORONTO, ONTARIO, CANADA 
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EVER-TIVE auice cctplings 


Here is why EVER-TITE assures 
speed... safety... economy 


Superior quality forged body 
—precision machined 

Uniform wall thickness 
—no weak spots 


EVER-TITE 
STANDARD 
ADAPTER AND 
COUPLER 


Extra heavy reinforcing rim 


larger diameter cam ears 
for longer service life 





Uniform heavy 
wall thickness 


SOS Seem pete Superior quality forged body 


—precision machined 


Recess retains gasket 
—accurate tolerances 


in coupler and assures 
proper placement 











ou save time in deliveries—and reduce wear 
7 and maintenance costs—when you use Ever-Tite 
Couplings. Ever-Tite gives you the finest in quality 
and engineering. And Ever-Tite gives you tight con- 
nections every time—because every Ever-Tite has 
positive gasket compression that is dependable under 
all conditions. Get Ever-Tite—and get the best in 
quick couplings. There is an Ever-Tite for every 
aad. Ask your distributor. 


Other materials available on request 
Aluminum e Malleable Iron 


Brass e Stainless Steel 


EVER-TITE 
ADAPTER 
AND COUPLER 
FOR 
TANK CAR 
UNLOADING 


EVER-TITE 
90° FULL-FLO 
ADAPTER AND COUPLER 
Drop Tubes or Pipe Threads. 











EVER-TITE 
COUPLING ELBOW AND 


CHECK VALVE UNIT EVER-TITE | 


M. I. D.* 
COUPLER 


*Maximum inside diameter 


EVER-TITE SPOOL ADAPTER 


¢ 


For Tight 
Fill 
Deliveries 








mmf 
777] wryly 


EVER-TITE 
“99” COUPLER 
with Sight — 


Ou 2 


Locking Cap 


97 
Twisting Cap 


97 Adapter 2” LPT. 


No. 97 97 Adapters 
« Ever-Tite for Ever-Tite 
Fill Cap “99” Coupler 


Dust Plug Dust Cap 


EVER-TITE 
DUST PROTECTORS 


COP Getatactad> > 
we 


Chain for attaching Dust Caps 
or Dust Plugs 
to adapters or couplers 


=> 


EVER-TITE 
HANDLES 


EVER-TITE 
GASKETS 


EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19, N. Y 
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Ahead of the News 


IN WASHINGTON 





Import Curb Challenge—A court test of the govern- 
ment’s new mandatory controls on oil imports (see page 
111) is expected to be sought by one or more oil 
companies. Reason: imports of many companies are 
sharply curtailed. Even top government officials private- 
ly concede litigation is likely. Although the new con- 
trols were approved by the Justice Dept., some Wash- 
ington officials think the program may be upset in 
court. 
® 
Oil Secure As Military Fuel—Petroleum fuels will 
continue to be the chief U. S. military energy source 
through this century, says J. B. Macauley, deputy 
director of Defense Research & Engineering. Nuclear 
fuels will be used on all future subs and a few surface 
ships, but not extensively for ground vehicles or air- 
craft, he adds. The military is searching for an “omni- 
vorous” engine that could use many fuels indiscrimin- 
ately. 
e 

Natural Gas Imports?—Foreign natural gas will be 
coming into the U. S. within five years, predicts William 
R. Connole, vice chairman of the Federal Power Com- 
mission. It’ll be liquified and shipped in refrigerated 
tankers. A test shipment has already crossed the 
Atlantic from Louisiana to England. Connole sees large 
volumes of the product in East and West Coast popu- 
lation centers by 1970. This would mean the price 
of natural gas, expected to rise over the years, may be 
held down. 


AROUND THE COUNTRY 





NOJC and Depletion—lInternal pressures are expected 
to build up in the National Oil Jobbers Council over 
the depletion allowance. General counsel Otis Ellis, 
who headed off NOJC action against the depletion 
allowance, has called for an attack on it. Some state 
jobber groups, principally that of Texas, have opposed 
any NOIJC initiatives affecting the depletion allowance. 
One delicate aspect is that NOJC’s prospective next 
president (E. K. Bennett, now vice president) is a Texan. 
a 
Tanker Trouble—Because of the new U.S. manda- 
tory oil import restrictions, the foreign-flag tanker fleet, 
already in rate distress, is almost sure to be plagued 
by low rates for the next two or three years, say indus- 
try observers. The U.S.-flag fleet, however, may get 
slightly better rates. 
a 

New Home Outlook—lIf 1958 is an indication, the 
outlook for fuel oil in the new home market is none 
too good. Gas ran away with this market last year, 
says Oil-Heat Institute’s Dave Bottrill. Of 1,160,000 
new homes built, gas got 875,000 (75.4%), oil 185,000 
(16%), and electricity and coal 100,000 (8.6%). 
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New Gasolines—Improved premium gasolines debut 
this month from coast to coast. Sinclair is upgrading 
Power-X to 100-plus octane. Tidewater bows on the 
West Coast with an anti-smog gasoline, and Standard 
of California takes the three-grade route (see page 112). 


More Fair Trade?—Company efforts to fair trade 
their way out of gasoline price wars will be intensi- 
fied as a result of the new mandatory restrictions on oil 
imports (see page 111), say industry sources. Gaso- 
line prices at the Gulf Coast will tend to firm up this 
spring. Off-price gasoline from the Gulf that has moved 
to Chicago, Los Angeles, and other distant points will 
not be so depressing in far-off markets as formerly, 
they figure. 


Texaco Turnabout—After more than a half century 
as “The Texas Co.,” the name may be changed this 
month to “Texaco Inc.” The board of directors has 
voted the name change, and now it’s up to stockholders 
at an annual meeting April 22. The board feels “Tex- 
aco” is what the company’s generally known as. 


Gulf Continues ‘Contraction’—Gulf Oil will continue 
its curtailed service station building program, says 
C. J. Guzzo, marketing vice president. Guzzo reports 
Gulf built 4,600 to 4,700 stations between 1956 and 
1958 to “catch up,” but actually has about 1,800 fewer 
stations now than it had five years ago. Gulf’s also 
continuing to trim other operations, he says: the number 
of district offices is down from 100 last year to 70 now, 
and the Pittsburgh marketing staff was cut from 394 


‘to 160. 


‘Drive More’—Ethyl Corp. widens its Magic Circle 
ad campaign this month. The first of four black-and- 
white spreads will appear in Sports Afield, a hunting 
and fishing magazine. A seven page insert produced in 
cooperation with Saks Fifth Ave. will appear in Charm 
magazine. Dual emphasis will be on high fashion and 
a “drive more” theme. Other regular Ethyl promotions, 
including use of national consumer magazines and 
travel copy for local newspapers, will continue. Use 
of new magazines is an attempt to reach more “special- 
ized” markets, says Ethyl. 


Cosden Moves—Cosden Petroleum is pushing branded 
distribution in Oklahoma. The company entered Okla- 
homa City last month, naming Joe S. Kline, an attorney, 
as its jobber there. Long-range plans call for a drive 
to the north, probably along the Great Lakes Pipe 
Line system. 
* 

Triple Play—Phillips Petroleum reportedly has a third 
brand in the Corpus Christi, Tex., area now, known as 
*‘Tideland.’ Phillips already has “Paraland” brand there. 

More Ahead of the News > 
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Ahead of the News 


lube Break Ahead—The campaign for shorter oil 
drain periods will take a new turn soon. At Detroit 
API lube committee meeting in February, auto and oil 
engineers seemed far apart on exchanging engine per- 
formance data. Formal talks between top marketing 
executives of both industries didn’t come off, but they’re 
still in the offing. When the talks occur, oil executives 
will be armed with newly developed material. Talks 
will be held, insiders say, before the May meeting of 
the API marketing division in Des Moines. 


€ 

Trading Stamp Showdown — Four trading-stamp 
companies are attempting to head off enforcement of 
a Wyoming anti-stamp law due to go into effect July 1. 
Their legal counsel George Guy, former Wyoming 
attorney general, is pressing the Wyoming Supreme 
Court for an early hearing on the constitutionality 
test. The four companies—Gold Bond, National Gift 
Seal of Wyoming, Pioneer and Sperry & Hutchinson— 
contend that a prohibition of trading stamps deprives 
stamp firms of equal protection of the laws because 
it exempts other forms of cash discounts. 


a 
Jobber Survey Criticism—Some large and respected 
jobbers are blaming the questionnaire for the failure 
of the API/NOJC survey on jobber operations. They 
claim it was too complicated. Object of the survey was 
to gather data that could be used to expedite loans. 
Out of 12,000 questionnaires distributed, less than 400 
were returned—not enough for a good sampling (NPN 
—Jan. 59, p53). The questionnaire was reviewed by 





key NOJC and API officials before mailing. 


* 
Bay in the East?—The groundwork may be being laid 
for Bay Petroleum’s eventual entry into the East Coast 
retail market. Hartol Petroleum, subsidiary of Tennes- 
see Gas Transmission Co., is doing on a smaller scale 
in the East what Bay, another TGT subsidiary, is 
doing in the West. Hartol now retails in parts of 
Connecticut and Massachusetts, having bought Crown 
Petroleum there. Hartol plans to expand, but as for a 
Bay move on the East Coast, “that’s a few years away,” 
says a Hartol executive. (For more on the Hartol deal, 
see page 120.) 
* 
Want Some Outboard Trade?—The trend to larger 
outboard engines seems to be creating a healthy demand 
for unleaded gasoline—at prices said to run as high as 
50¢ gal. One drawback is the trouble owners have 
finding a service station that sells outboard fuel. Some 
markets think the time is ripe for a special service 
station dispenser to serve the outboard trade. 
e 


‘Stripper’ Experiment — A Southwest refiner with 
private-brand outlets is experimenting with what it 
terms “stripper” stations. The firm’s put up several 
“Econ” brand outlets in an attempt to find out: Do 
customers want high-quality gasoline at low prices 
without services, or do they want quality and services 
at “normal” prices? The refiner dosen’t want to be 
identified with the brand until the question is answered. 


102 


Private Brand for Conoco?—Continental Oil Co. 
will have a private-brand company soon if stockholders 
give the go-ahead (they’re voting this month). Cono- 
co’s offered to acquire International Refineries, Inc., 
and Western Oil & Fuel Co., both of Minneapolis, 
Minn., through exchange of stock. Western has about 
300 stations in Minnesota, North and South Dakota, 
Iowa, Wisconsin and Canada. It has three brands: 
Direct Service, Mileage and Zephyr. International 
operates a 15,000-b/d refinery at Wrenshall, Minn. 
Continental says it will change no policies, personnel 
or brand names if stockholders of the two companies 
agree to trade assets for Conoco stock. 


e 
Margin Trouble—Bigger jobber margins seem in- 
creasingly unlikely in the future. A fourth major- 
company marketing executive has warned jobbers not 
to look for them. Mobil’s George D. McDaniel declares: 
“Excess supply will be with us for quite a spell . . . It’s 
economically unrealistic for a jobber to think that 
margins should increase.” Others who have publicly 
issued similar warnings are D-X Sunray’s S. D. Breit- 
weiser, Gulf’s C. J. Guzzo and Conoco’s G. M. Sullivan. 

& 
Portable Station Stir—aA skid-type portable service 
station is creating quite a stir in Southwest markets. 
Price wars have arisen in some areas the portables have 
entered. Majors would like to ignore these outlets, but 
other private branders won't. 


e 
Mobil’s Fuel Oil Shift—In the Middle West, Mobil 
Oil has a concerted program under way for shifting 
fuel oil distribution from direct operations to jobber 
distribution. In the past year, the percentage of fuel oil 
distribution through Midwest jobbers has risen from 
40% to 50%, according to a Mobil informant. Mobil 
has already carried out a similar shift in the East. This 
is contrary to the policy of many companies who have 
been swinging to direct distribution of heating oil, 
especially in metropolitan markets. 
J 

‘Des Moines Is OK’—Advance registration for mar- 
keting week in Des Moines this May is running ahead 
of last year’s advance sign-up for the New Orleans 
meeting, API reports. Urging marketers to go to the 
marketing division meeting the last week of May, API 
has distributed a flier entitled “Des Moines Is OK.” 
It reports that accommodations and program look fine. 
Preceding the API meeting will be the semi-annual 
convention of the National Oil Jobbers Council. 
(“Where to Go and What to Do in Des Moines” will 
be featured in next month’s NPN.) 


IN DETROIT 





More Bad Grease News—American Motors will sub- 
stitute nylon bushings for eight lube fittings in steering 
linkage of V-8 Rambler. The changeover begins this 
spring. All models will use bushings in 1960. Unlike 
Ford’s plans for lubeless chassis, American Motors de- 
velopment won’t completely eliminate lube fittings, but 
will cut total in half. 
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Petroleum Indicators 


NPN PRICE AVERAGES* 
anand YEAR AGO AGO Refinery /Terminal 
(¢ per gal.) 


Mar. Feb. 
Oe 1959+ 1959 
~ Gasoline 

~— (regular) 11.84 11.66 
Kerosine 11.85 11.90 
Distillate 9.97 10.36 
Residual 491 491 

4 principal 

DISTILLATE : products 948 9.45 
Lube oil 21.53 21.53 
SAGO See ca ORE Crude at well 
wei es a oes ad ($ per bbl.) 2.89 2.96 











* Weighted average price, princi- 

‘Bakse : pal markets. Crude prices middle 

—— of month, not monthly average. 
t Through March 20, 
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MONTHLY PETROLEUM STATISTICS 


March 1959° Feb. 1959 March 1958 


Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 210,290 207,640 218,705 
Kerosine (thous. bbl.) 18,988 19,506 16,706 
Distillate fuel oil (thous. bbl.) . et 78,876 81,489 75,315 
Residual fuel oil (thous. bbl.) 55,010 54,615 54,929 
Crude oil—B. of M. (thous. bbl.) 255,672 259,120 278,534 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 8,248 8,057 7,357 
Foreign crude included (thous. bbl. daily) 1,032 939 922 
% of refinery capacity operated 85.4 83.5 80.0 


Refinery Output 
Gasoline (thous. bbl. daily) 3,990 3,910 3,640 
Kerosine (thous. bbl. daily) 336 396 337 
Distillate fuel oil (thous. bbl. daily) 2,087 2,185 1,650 
Residual fuel oil (thous. bbl. daily) 1,059 1,031 1,015 


Crude Supply 
U.S. crude oil production (thous. bbl. daily) 7,194 6,273 
Crude oil imports (thous. bbl. daily) 897 1,012 


* Through March 13, except crude stocks. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) 6,911 (Dec.) 9,163 
Average station gasoline price, ex tax (¢ per gal.) 21.05 (March) 20.95 
Service station sales—all commodities ($-million) 1,261 (Jan.) 1,369 
Gasoline consumption (million gal.) 4,679 (Nov.) 5,219 
Passenger cars—domestic shipments (thous.) 528 (Jan.) 594 
Trucks and buses — domestic shipments (thous.) 81 (Jan.) 83 
Automotive replacement tire shipments (thous.) 6,742 (Jan.) 4,711 
Replacement battery shipments (thous.) 2,223 (Jan.) 2,976 
Oil burner shipments (thous.) ... 41 (Dec.) 52 
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Supply and Demand 





Asphaltand Coke: Growing Fast | 


New uses call for more expansion, 
different marketing channels 


IDER MARKETS for petroleum asphalt and 
coke are boosting demand for these bottom- 
of-the-barrel Their growth is faster than 
that of the large-volume refinery products. Entirely 
new uses are being found for these materials. The 
large-scale applications—road and roof surfacing 
for asphalt and fuel for coke—are also expanding. 
Studies by oil companies and other industries 
into new fields of application indicate that over-all 
demand for asphalt and coke will continue to grow. 
This will help refiners cut down their output of 
residual fuel oils by converting them into more 
profitable items. Products are being developed that 
will call for new marketing methods different from 
the large-scale handling of asphalt and coke. 

Consumption of asphalt and coke has shown 
a gain of nearly 35% since 1952, while the rise 
in demand for all petroleum products in the six 
years has been under 20%. 

e@ Asphalt production at U.S. refineries has 
grown almost 30% in the past six years, from 
80,256,000 bbl. in 1952 to an estimated 104-mil- 
lion bbl. in 1958 (see table below). Consumption 
of 110-million bbl. is forecast for 1959, and more 
if the road building program—largest consumer 
of this product—gets into full swing. The growth 
curve for asphalt shown in the chart at right applies 
only to the cement-like material coming from the 
refiner’s residual by-products; it doesn’t include 
road oil. 

In most applications of this product, especially 
in highway building and surfacing, the asphalt 
cement is fluxed with lighter distillate oils. 

Paving accounts for over 70% of total asphalt 
demand and roofing compounds for about 20%. 
Miscellaneous uses are extensive; they now account 
for 8% to 9% of demand and are growing. These 
applications include battery cases, automobile un- 
dercoating, tire manufacture, waterproofing and 
dampproofing, floor coverings, and bases for paints, 
lacquers and printing inks. More than 100 US. 


Asphalt Demand at U.S. Refineries 
(Including Road Oil) 
(1000 bbl.) 
Year Production 
1952 77,310 80,256 
1953 79,003 80,528 
1954 82,125 85,661 
1955 91,603 94,210 
1956 98,663 101,187 
1957 92,892 97,884 
1958 95,800 104,000 


Demand 





How Asphalt and Coke Production 
Is Growing 


sain. Production (million bb!.) 
1 | 1 1 
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ASPHALT, EXCLUDING 
ROAD OIL 
(5.5 bbl. = 1 short ton) 











MARKETABLE COKE 
(5 bbl. = 1 short ton) 
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ASPHALT AND COKE are becoming more important. 
Large-scale uses for these products are growing, new uses 
creating new markets 


refineries have facilities for the manufacture of 
asphalt. 

® Marketable coke production has grown 
nearly 80% since 1952. Total coke output has 
risen 110% in that period, but only 40% to 50% 
of this product is marketable, the exact proportion 
depending on the individual installation. The re- 
mainder is non-marketable catalyst coke. 

The search for new and wider markets for coke 
has been stimulated by the recent growth in the 
number of coking installations at refineries. The 
coking processes offer refiners a means of producing 
additional light products and reducing their output 
of heavy fuel oil. Some 30 U.S. refineries were 
operating coking units in 1957. 

Of the present total production of marketable 
coke, less than half is consumed as domestic and 
industrial fuel. In this application, it’s sometimes 
combined with liquid fuel in the form of briquets. 
Second largest use is for anodes in aluminum man- 
ufacturing plants, It’s also used for graphite elec- 
trodes, abrasives and carbide products. Conversion 
of the raw coke into calcined coke by treatment 
at very high temperatures has increased its indus- 
trial applications, extending into the field of nu- 
clear reactors. & 
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eV 2e], [2] ek se 
asic COVER 
CRASHES 
CONSERVATION 
BARRIER 


For over one year Schio 

has tested a HAMONDFLOTE COVER 
installation at their Andover, Ohio bulk 
station, Tests involved mechanical oper- 
ation, general performance and conser- 
vation characteristics. 


Based on the results of tests SOHIO HAS 


PURCHASED SIXTEEN ADDITIONAL 
HAMONDFLOTE COVERS for their field 


conservation program. 


. «+ And here’s what the man in charge of 


Sohio’s station says: The Hamondflote Cover is the first practical, economical 
and guaranteed floating roof for small diameter tanks in 
marketing, bulk storage, producing and processing opera- 
tions . . . constructed of rigid Polyisocyanate foam—a 
plastic material with exceptionally low density and high 
load carrying capacity, chemically inert to hydrocarbons. 
The Hamondflote Cover: Pays for itself in several months 
* Prevents product evaporation + Conserves vapor ° Pre- 

Joure, wee. lone serves product * Reduces corrosion of storage tanks * Low 
er age oy as cost—no maintenance * Unsinkable - Virtually indestruc- 
savings were apparent. & week Neced by nove tible » Long life (more than 10 years expectancy) + Un- 
installed 88 09 teenole covers affected by working temperatures (from —94° fo 
were any trouble as fer 88 filling + 300° F + Easily installed or removed 
or overs 
tion of P Write or call us and we will send our nearest representa- 
aa highly recomend She tive to give you full information. - 























*Pat. Pending, Trade Mark reg. 


in 





HAMMOND IRON WORKS : 
744 Broad Street, Newark 2, New Jersey 
Gentlemen: 

Yes, we would like to know more about your New Approach To 


( Please send us a copy of “Stop Evaporation” or have your rep- 


ica seas ee eee ee 
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Chevy 
power Is 
tough- 


and proves it on high-tonnage 
north country grind! 





This hauler had 104,000 miles on his Chevy heavy-duty V8 before even 
a valve job was needed! William Brosius of Grand Forks, N.D., works 
his Chevrolet Series 100 models hard, all year round. Summers, they 
pull 10-yard boxes for hauling sand and gravel. The rest of the year, 
in all kinds of north country weather, they pull tandem trailers with 
full-capacity loads of potatoes or grain. “They keep at it all the time,” Bill 
Brosius says. “One of them even covered 104,000 miles before a wrench 


ever touched the engine to take off the heads or pan.” 


That’s a tough truck job—but there’s a big 348-cu.-in. In less than a year, this heavyweight model (which 
Workmaster V8 under the hood of that 10203 Chevrolet also features frame reinforcements, cast-spoke wheels 
shown above, delivering the kind of durable power and heavy-duty springs) has covered over 120,000 miles! 
that’s rating it tops for efficiency on rugged runs. A Tough-built big-truck components make Chevrolet’s 
Spicer 5-speed transmission and an Eaton 18,000-lb. new heavyweights or middleweights the best trucks 
2-speed rear axle round out a dependable power team. yet for your long hard hauls! 


No job’s too tough for a 
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Chevy’s powered to cut 
costs and keep going on your 
long, hard hauls! 


That’s for sure, whether you use mighty middleweights 
or high-capacity heavyweights—whether you prefer 
V8’s or 6’s. 

Take Chevrolet’s 1959 big-truck V8’s, for example. 
As indicated by that tough truck job pictured above, 
these modern engines are out to whip any work that 
comes their way. They’ve got what it takes to do it. 
The shortest piston stroke of any comparable truck V8’s: 
a sure sign of more work on less fuel. Compact design 

that cuts down on truck weight and 
helps assure the biggest possible pay- 
loads. Scores of up-to-the-minute 
features that know how to trim 
overhead: full-flow oil filter, hydrau- 
lic valve lifters, hard-faced exhaust 
valves and hardened valve seats, 


Chevrolet truck! 
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extreme-duty Moraine 400 bearings, rotor-controlled 
governor, overspeed warning light, and many more. 

And with a complete lineup of modern V8 powerplants 
—including 160-h.p. Trademaster, 160-h.p. HD Task- 
master, 175-h.p. HD Super Taskmaster, 185-h.p. Work- 
master Special and 230-h.p. Workmaster—Chevy can 
match the engine to your work, ideally. 

Or if you prefer 6’s, Chevy’s still 
your best bet. Standard in Series 40 
models is the 135-h.p. Thriftmaster 
6, better than ever for ’59 with a 
new Economy-Contoured camshaft 
that improves gas economy by 10%! 
And in series 60 there’s a new edition 
of the 150-h.p. Jobmaster 6. It offers new durability 
stemming from new tougher built pistons, Stellite- 
faced exhaust valves and chrome-plated oil control 
rings. Both of these famous 6’s provide plenty of hard- 
pulling torque. 

Six or V8, you’ll go a long way before you see the 
likes of this 59 Chevy engine lineup. Actually, there’s 
only one best place to go for all your trucking needs— 
and that’s to your Chevrolet dealer’s. . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 
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It’s time 
you 

got a big 
share... 


8 @ 
ee 


of Sinclair’s annual billion dollar sales 


You can — with a Sinclair distributor franchise. In Sinclair’s 36-state 
marketing territory, many areas are now ripe for some alert businessman 
to take over. 


When you do, the entire Sinclair organization is primed to help you get 
rolling with financial and administrative aid, with assistance in bulk plant 
operation and service station development. 


To spur your salesmen and dealers in building extra fuel oil, industrial and 
farm gallonage, Sinclair puts a complete sales training package at your disposal. 


You'll be tough on competition, too. The Sinclair brand is pre-sold by one 
of the most aggressive advertising and promotion campaigns in the oil business. 


Why don’t you find out just how you can share in Sinclair’s profit-paying 
billion dollar business? For the complete picture, write 


SINCLAIR REFINING COMPANY 


600 Fifth Avenue, New York 20, N. Y. 
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A Black Day for the Oil Industry 


MARCH 10 is a day the oil industry will 

regret. That was the day the U.S. an- 
nounced its decision to place compulsory con- 
trols on the importation of crude oil and finished 
products. 

There are several pertinent aspects. 

First, the principle of extensive peacetime fed- 
eral regulation within the oil industry has been 
established. The long-range implications are 
more important than the immediate effects. 

For years industry leaders have extolled free 
enterprise as a great quality that contributed to 
the industry’s achievements. But government 
control is inimical to free enterprise. On many 
occasions, industry leaders have said that there 
is no such thing as a little government control 
because the historical tendency has been for 
federal control to be expanded rather than be 
reduced or eliminated. 

The outlook for the imports program, of 
course, is a matter of speculation. Already it 
has been predicted in Washington that it will 
become permanent and that controls may be 
extended to domestic pricing. 


Next, the imports experience raises the ques- 
tion of whether the industry is capable of self 
control. Had the various parties been able to 
resolve their problems—born of disparate in- 
terests—within the industry, controls wouldn’t 
have been slapped on. 


The hearings showed how far away the many 
parties were from reaching an industry position 
that would have reflected integrity and a serious 
interest in national and industry welfare. Many 
companies, large and small, do manifest these 
qualities; but government regulation was brought 
on by a few who don’t. Many groups, however, 
must bear the blame for this. As the hearings 
proceeded, the selfish interests of individuals and 
companies stood out clearly; and so strong were 
they that there seemed to be an unwillingness 
and disabilty to reconcile them. 

Third, this whole affair many have spawned 
a type of ill feeling that could lead to an ir- 
reparable industry cleavage. Already the job- 
bers’ trade association, National Oil Jobbers 
Council, has threatened to attack the depletion 
allowance as a retaliatory act against producers, 
whom many jobbers feel are responsible for 
imports controls. Most marketers have opposed 
the principle of mandatory curbs. 

By itself the jobber association can’t break 
the depletion rate. But sentiment against it is 
running high, and support from industry ele- 
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ments could touch off a serious campaign against 
the present rate of 272%. 


Fourth, the program could have a bad effect 
on this country’s foreign friends because of its 
restrictive nature. Since controls were imposed 
on the ground of national security, presumably 
allowance has been made for the overseas re- 
percussions. Often they are uncertain, though. 
While imports have not been cut off or seriously 
reduced, we have taken action that may cause 
concern in critical areas. 

What the government control program will 
mean to marketers is not yet clear. A reduction 
in surplus stocks is expected, and that may 
bring relief to some. 

Offsetting that, though, there is the possibility 
of a price squeeze on marketers because the 
price of crude petroleum is expected to rise, 
pushing up the cost to marketers. Because of 
Washington’s warning against a rise in consumer 
prices, the marketing segment may have to ab- 
sorb any increases. 

Private branders may feel a pinch. If gasoline 
stocks tighten, private branders may find it more 
difficult to obtain ample material at favorable 
prices. 

NOIC sees no effect on jobbers for 30 to 60 
days because their inventories are adequate. It 
is too early to tell what will happen later this 
spring. 

The deed has been done. Now the industry 
can await the unknown consequences over which 
it has little or no control. It’s a pity the industry 
couldn’t have worked out its own problems. 


Des Moines Is OK 


NY MARKETER who can make it should 

try to get to Des Moines for national oil 

marketing week, starting May 24. Advance in- 
dications are that it will be well worth while. 

The first half of the week will be the semi- 
annual National Oil Jobbers Council meeting. 
The last half will be the mid-year meeting of 
the API Marketing Division, free to all mar- 
keters. 

Last year a record turnout went to New Or- 
leans, prompting comment that New Orleans’ 
appeal accounted for the crowd. This year’s ad- 
vance signup is ahead of 1958, encouraging the 
hopeful belief that it may be the program and 
the occasion that attract marketers, regardless 
of the locale. 
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Wheaton 
SLIDING TUBES AND 
sPouTSs 


Wheaton 
SWING JOINTS 


DOUBLE STEEL 
SWING JOINTS 
(THREADED) 


STEEL SWING JOINTS 
(FLANGED) 


Wheaton products are manufactured in brass, 





Your liquid handling equipment will 

give you tighter connections . . . reduce 
vapor loss . . . operate with less mainte- 
nance cost . . . longer life—if it is en- 
gineered and manufactured by Wheaton. 
Over 65 years of experience have gone 
into the development—and continuing 
improvement—of Wheaton Fittings. This 
is the basis of Wheaton quality—and the 
reason why so many oil and chemical 
companies standardize on Wheaton. 
Send today for new catalog which de- 
scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 


TRUCK TANK 
EQUI a, 


Wheaton 


Wests ; EMERGENCY VALVES 


MULTIPLE VALVES 


Wheaton 
TRUCK TANK 
FAUCETS 


Wheaton wk pu e 


EMERGENCY VALVE 
OPERATORS 





STORAGE 
TANK 
EQUIPM ENT 


Wheaton 
VENT 
VALVES 


Wheaton 
AUTOMATIC 
TANK GAUGES 


Wheaton 
GAUGE HATCHES 


Wheaton 
MID-POINT 
THERMOMETERS 


Wheaton 
EXTERNAL VALVES 


, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 





WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 


For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 


(To obtain more data on advertised products see page 170) 


Emco G.M.B.H., Allendorf, Germany 


Wheaton 


the best by every standard 
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Fuel Oil Research Starting 


THE INDUSTRY ’S oil burner and heating oil 
research program is under way. 

American Petroleum Institute has given the 
job—under a one-year contract—to Battelle 
Memorial Institute, Columbus, Ohio. With D. 
W. Locklin of the Institute’s staff in charge, the 
program is divided into these phases: 

e Check the depth and scope of present 
research. 

e Look for new methods of combustion 
and evaluate them for possible use in home 
heating units. 

e Set up an industry-wide research program. 

e Stimulate and co-ordinate all research 
work being done in the industry. 











U.S. Imports Curb 


Many marketers are against it; 
NOJC may hit depletion rate 


OIL IMPORTS are now under strict government 
control. It seems unlikely that there will be any 
appeals for the time being, even though there has 
been strong reaction in some segments of the in- 
dustry against government controls. (See editorial, 
“A Black Day for the Industry,” page 109.) 

The federal action has raised two questions that 
bother marketers: Will prices go up? Are price con- 
trols likely to follow? No one has the answers yet. 

Controls over imports were imposed in the in- 
terest of national security, said President Eisen- 
hower in announcing the action on March 10. 
He said, in effect, that the voluntary control pro- 
gram had failed and blamed the failure on the 
companies who refused to comply. “The great 
majority of the industry” did cooperate, said 
Eisenhower. - 

Oil jobbers immediately reacted sharply against 
the program. The National Oil Jobbers Council 
warned that it will open an attack against the 
2712 % depletion allowance. NOJC leaders feel oil 
producers, particularly the independents, supplied 
the pressure that brought about controls. And they 
are convinced that controls will be harmful to 
jobbers in the long run. “This whole action was 
spawned by greed and proclaimed in ignorance,” 
declared Otis Ellis, NOJC general counsel. 

It is unlikely that marketers will feel the effects 
of imports curbs in the near future, informed 
marketers believe. 

Although some companies had indicated they 
would appeal against controls, no immediate action 
is foreseen: the new program establishes an appeal 
board to handle complaints and petitions. 
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Pricing Dilemma 


Under the new FTC rulings on 
price cuts, you're damned if 
you do and damned if you don't 


FEDERAL TRADE COMMISSION’S ruling in 
the Pure Oil case (NPN—Mar. p85), together with 
an earlier decision against Sun Oil, poses a critical 
dilemma for marketers: 

e@ In the Pure case, FTC’s examiner says the 
company was cutting prices to all dealers in an 
entire county, and was not meeting but actually 
beating competition. 

e In the Sun case, the commission ruled Sun 
violated the Robinson-Patman Act by cutting its 
price to a single dealer in Jacksonville, Fla.—with- 
out offering similar cuts to all Sun dealers in the 
area. Sun tried to use the defense of meeting com- 
petition; FTC said Sun wasn’t meeting its own 
competition but was only helping the dealer meet 
his. 

e The unanswered question: How could Sun 
have given all dealers in one area the same al- 
lowance—as required by the first FTC ruling— 
without running into the predatory price-cutting 
charges lodged in the Pure case? 

What the Pure Ruling Means—The FIC ex- 
aminer’s ruling in the Pure case says it’s illegal for 
a supplier to narrow the price spread between his 
branded gasoline and private brand gasolines in a 
given market area—unless the company makes sim- 
ilar adjustments in all its markets. 

Examiner Robert L. Piper held Pure Oil’s price- 
cutting in a 1956 Birmingham, Ala., price war 
injured private brand competitors, causing them a 
25% loss of business. 

New Factor—Pure will appeal the ruling to the 
full, five-man commission. But a court decision in 
a beer case may vitally affect the Pure Oil ruling 
long before FTC gets around to arguments and a 
final decision. 

The beer case involves similar charges against 
Anheuser-Busch, Inc. FTC has already held that 
the brewery violated Robinson-Patman by lower- 
ing prices on its premium beer to match prices of 
regional beers sold in the St. Louis market. 

Anheuser has appealed this ruling to a Federal 
Court of Appeals. The case has already been 
argued and the court’s decision probably will be 
announced before FTC acts on the examiner’s 
ruling in the Pure Oil case. 

The Robinson-Patman Act section involved is 
2 (A), which makes it unlawful for a seller “. . . to 
discriminate in price between different purchasers 

. . where the effect of such discrimimation may be 
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substantially to lessen competition or tend to create 
a monopoly... .” 

Both the beer and gasoline cases are a new 
twist to a long string of Robinson-Patman cases 
won by FTC. A seller violates the law if he lowers 
price in one area but holds to a higher price in 
another. Courts have held this practice permits a 
marketer to drive out local competition or increase 
its market share by subsidizing lower prices with 
higher ones elsewhere. 

The seller’s defense is that he cut prices in 
“good faith” to meet equally low prices of com- 
petitors—a defense written into the law. 


In the beer and gasoline cases, FTC is now 
saying that lowering the price of a premium or 
branded product is not legally “meeting” a com- 
petitive price, if the price cut is to narrow the 
gap that normally exists between a lower-priced 
regional or private-brand product. 


Possible Effects—If this FTC theory is upheld 
in beer and applied to gasoline as well, major oil 
suppliers say the decision could be “catastrophic.” 
Certainly it would mark the first application of the 
new FTC theory to an oil practice of the type 
Pure Oil used in Birmingham. 

In the Pure case, examiner Piper says Pure 
violated Robinson-Patman by helping its dealers 
come within 1¢ of the price charged by private 
brand dealers in the Birmingham area (Jefferson 
County). The “normal” differential there between 
major and private brand gasoline was 2¢. Pure’s 
pricing shift started a price war, in which Pure 
and the other major oil companies allegedly in- 
creased their sales at the expense of the private 
brands. 


According to examiner Piper, Pure Oil was not 
meeting competition, but aggressively intended to 
drive out private brand competitors in the county. 
His order would forbid Pure from reducing gaso- 
line prices in any market where the company com- 
petes with any seller unless it “proportionally re- 
duces its price everywhere. . .” 

However, Piper would dismiss additional charges 
that Pure discriminated among its own customers 
in the Birmingham area and conspired to fix retail 
prices. Piper says the evidence shows Pure offered 
the same price to all its dealers in the county 
during the price war. 


> Congress should think twice before “legislating 
further obstacles in the oil man’s way,” says Arthur 
A. Smith, vice president and economist, First Na- 
tional Bank of Dallas. Congress, says Smith, must 
take into account that “an unhealthy supply and 
demand situation has developed . . . the imports 
problem has not been solved . . . the political 
climate is not favorable * * * and is growing worse 
. .. threats of price regulation and destructive tax 
legislation are mounting, thus increasing the odds 
against the oil operator . . .” 


New Third Grade 


What's behind Stancal’s switch 
to three grades on West Coast? 


THREE-GRADE gasoline marketing has landed on the 
West Coast. Standard of California is adding “Cus- 
tom Supreme” to its “regular” and “premium” lines. 

The move is seen as an attempt to regain sales 
lost to “super” premiums, especially Tidewater’s 
100-plus. Tidewater men are talking about “our 
rejuvenated company,” Stancal men about “regain- 
ing market leadership.” 

But why a third grade instead of upgrading its 
premium, as Tidewater, Richfield, General Petro- 
leum and a couple of private branders have done? 
Standard says it’s to keep premium users whose 
cars do not require extra octanes from “paying for 
‘the other fellow’s’ power needs.” 


Competitors see it as a dramatic device to take 
the edge off the “super” premiums. They speculate 
Standard may not have the capacity to convert its 
entire premium-grade volume to the new, upgraded 
level. Sources report “Custom Supreme” will be 
“102 to 103 octane.” 


The third grade is expected to sell “normally” 
for 38.8¢ gal. (32.3¢ tank wagon plus 6.5¢ retail 
margin), compared with Tidewater’s 37.4¢ for its 
100-plus Flying “A” premium. 

Standard is converting to three grades in big 
cities first, elsewhere gradually. New stations al- 
ready have three pumps, adequate storage; will need 
only re-manifold work and new paint job (white) 
on one pump. Octane will be boosted until mid- 
year with avgas components, then with fractions 
from a new $30-million cracker at Richmond. 


Industry observers from coast to coast are watch- 
ing Standard’s program closely. Despite strong sup- 
port given by three-grade backers, some critics 
claim “super” premium has been a disappointment 
to its sponsors. It’s been marketed principally on 
the Atlantic seaboard. 


> Fair trade is back in Connecticut. Citing “des- 
tructive and uneconomic price wars which are 
damaging our brand name reputation,” Mobil Oil 
led the way early in March by pegging its regular 
gasoline at a fair trade price of 19.9¢ gal. (ex 
9¢ tax). Mobil was followed in short order by 
American Oil, Richfield of New York, Gulf, 
Atlantic, Esso Standard,’ Cities Service and Cali- 
fornia Oil. 

Fair trading was tried in Connecticut from July, 
1956, to May, 1957. Eight suppliers fair-traded 
during that period. 

Fair trade is currently in force in New Jersey, 
where all majors are using it, and in Pennsylvania, 
where all but two majors have adopted it since its 
introduction last October. (For a full study of fair 
trade, see NPN—Sept. °58, p118.) 


NATIONAL PETROLEUM NEWS °* April, 1959 





Commercial Accounts Problem: 


More Shooting Ahead? 








Still the industry's hottest issue, commercial account pricing will 

get hotter next month when Congressional hearings begin. 

Efforts to solve the problem within the industry haven't worked out, 
and jobber leaders are up in arms. Here's the outlook 








C OMMERCIAL pricing problems will hold the 

spotlight again in mid-May. That’s when 
the House Small Business Committee now plans to 
begin investigating. Federal Trade Commission has 
also promised a probe. 


National Oil Jobbers Council now plans an “all- 
out” attack on majors’ commercial pricing prac- 
tices—as well as the 2742% depletion allowance 
—because of jobber resentment over mandatory 
oil import controls (see page 111). 

(“When the price increases come,” says NOJC 
counsel Otis H. Ellis, “jobbers will use every facil- 
ity at their command to advise the American pub- 
lic and the Congress as to how and why the 
increases came about.” ) 

At its meeting last November, NOJC decided to 
assemble evidence for a possible complaint to Con- 
gress in January. NOJC was beaten to the punch 
by a National Oil Marketers Assn. complaint in 
December, but it’s still collecting facts. 

After some hopeful moments at the American 
Petroleum Institute meeting in November, oil law- 
yers have decided the group is not legally em- 
powered to discuss solution of the commercial 
account problem. 


Meanwhile, here’s what’s happened: 


“If you try to meet the price... 

how deep a grave can you dig?” 

IN THE MIDWEST, it’s a tossup whether com- 

mercial business has deteriorated or stayed the same 

since November. No one feels it has improved. 
A scattering of small jobbers have, in effect, 

thrown in the towel. They feel nothing can shake 

the majors loose from commercial trade. But the 

bulk of this area’s jobbers still want to regain com- 

mercial business and are determined to fight for it. 
One voice of hope is that of John Kuether, presi- 


dent of Northwest Petroleum Assn. He feels some 


companies are “getting away” from low bids. 
Other viewpoints are often less hopeful: 
Minneapolis: “For a stinking 10,000-gal. bid, 

the majors will still go a half cent below to get it. 
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And if you try to meet the price, you have to pass 
it further down the line. How deep a grave can 
you dig?” asks Harm Pierce, sales manager of 
Western Oil & Fuel Co. 

Winona, Minn.: “The situation is worse,” says 
Russ Rossi, Mileage jobber. Last summer they— 
principally Standard—were meeting my price; 
now they’re a half cent below. I had three good 
commercial accounts last year. I haven’t got them 
now, though, and one I lost since November.” 

St. Louis: “I can’t see much difference,” says 
Dave Milton of Milton Oil Co. “There’s a cer- 
tain amount of low bidding, but a lot is from 
people trying to break into a market. At least our 
commercial accounts realize these bids are a break- 
ing-in procedure.” 

Indianapolis: “I would say it’s worse,” says Fred 
Fehsenfeld, Crystal Flash Petroleum. “One factor 
tending to worsen the situation is the depressed re- 
tail market here in Indianapolis, which is about 
as bad as it’s ever been. The result is depressed 
terminal prices, which affect commercial business.” 


*“‘Jobbers still out of the picture, 
as they have been for a long time” 


IN THE SOUTHWEST, marketers generally see 
no improvement in commercial business, with a few 
exceptions: 

@ In New Orleans, Phillips jobber Clem Du- 
Fau reports he wasn’t getting any commercial busi- 
ness a few months ago, now has some small ac- 
counts and is making about 1¢ gal. on them. The 
reason, says DuFau, is that the New Orleans tank 
wagon price has dropped to 12.9¢ gal. Small com- 
mercial accounts are now going at about 2¢ off 
that price, giving the jobber “a fighting chance.” 
(Prior to year-long price troubles in New Orleans, 
normal tank wagon was 14.9¢, but small consumers 
were buying at about the same price they now 
pay.) 

e In the Fort Worth-Dallas area, Charlie Col- 
lins of the Barney Holland Oil Co. says his com- 
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pany is “barely” in the small account field now. 
Transport accounts net back only freight and han- 
dling, so they’re not in it. 

Other points report no improvement at all: 

Albuquerque: Shamrock jobber Tom Ryan says 
bids are still being made at or below jobber cost. 
He sees no upturn in conditions since November. 

Oklahoma City: Anderson-Prichard jobber Gene 
Brown claims jobbers are still out of the picture, 
“as they have been for a long time.” 

San Antonio: Conoco jobber Leslie Neal says 
there’s been no improvement in his area. 

Houston: One jobber here reports some firm- 
ing of small-account prices; another says he still 
can’t touch much business. 

Top supplier officials all doubt that there’s been 
much general firming of prices. 


“We've been frozen out so long 
we don’t even bid any more”’ 
IN THE EAST, concensus is that there’s been no 


change in the commercial market since November, 
and that the situation may well become worse. 


Most of the competition for this business is from 
majors, but some is lost by jobbers to other job- 
bers. One in New Jersey says he lost a 25,000-gal. 
gasoline account when another jobber bid 3.5¢ off 
consumer tank wagon. Business to cities and towns, 
he adds, is going at 4¢ off consumer tank wagon. 

Actually, some municipal gasoline business goes 
at much steeper discounts. Here are bids that the 
city of Binghamton, N.Y., got for its 200,000-gal. 
gasoline contract: 

With C.T.W. 


at 16.9¢, 
Bid differential is: 


Sinclair 12.06¢ 4.84¢ 
Sun 12.15¢ 4.75¢ 
Mobil 12.33¢ 4.57¢ 
Gulf 12.37¢ 4.53¢ 
Atlantic 12.79¢ 4.11¢ 
Cities Svc. 12.91¢ 3.99¢ 


The successful bidder plans to pipe product to 
Binghamton direct from refinery. It must pay pipe- 
line transportation, 0.25¢ throughput charges at a 
terminal, plus 0.3¢ hauling charges. Netback is 
under 11.51¢, increasing the differential to more 
than 5.39¢. 

Most Eastern jobbers say they’ve picked up no 





Commercial Account Business: How 


For a look at another 
side of the commercial 
picture, NPN asked eight 
big dairymen about 
their gasoline buying 
practices. Here's what 
they said: 


RHODE ISLAND: ‘We can do 
better with a jobber .. .’ 


“We buy from a jobber, Gilbane’s, 
because we think we can do better 
with a jobber than by buying 
direct from a major company. 
Fifteen years ago we were buying 
from a major, but switched over 
—not so much for price as for 
service. The way we feel about 
it is that if someone came up with 
a better offer, we're pretty sure 
our jobber would try and meet it. 
| suppose a major company would 
meet a competing offer also, if 
we were dealing with one, but 
chances are they’d be a lot slower 
in meeting it. We have 40 trucks 
and use about 6,000 gal. a 
month.” — ALFRED ALMONTE, 
Federal Dairy, Providence, R. 1. 


MICHIGAN: ‘We have a great 
deal... from an independent 
refinery’ 


“We have a great deal on gasoline. 
We buy direct from an independ- 
ent refinery right here in town, 
Crystal Refining Co. Sure, plenty 
of major companies and jobbers 
have tried to get our business— 
about 12,000 gal. a month—but 
they can’t meet Crystal’s prices or 
quality. And that’s true for the 
biggest of them. Right now we're 
paying 14.6¢ plus 8¢ in taxes and 
no one’s been able to beat that. 
Besides, they can’t compete with 
Crystal’s quality either. We're get- 
ting 98 octane. Then, too, buying 
from a local refinery keeps the 
money in the village."—KENT 
STADLBERGER, Dairyland Coop 
Creamery, Carson City, Mich. 


KENTUCKY: ’. . . been buying 
from the same major for 47 
years...’ 


“We've been buying from the 
same major company, Gulf, for the 
past 47 years. We started buying 
direct from them when my father 
first founded the company and I 
doubt that we would ever change. 
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And I doubt also that we'd get 
a better price elsewhere. Besides, 
the company does things for us. 
Right now they’re installing a new 
1,000-gal. tank for us at our plant. 
How many vehicles do we have? 
63 trucks and three cars. Alto- 
gether I'd say we use about 1,000 
gal. a month.”—C. A. FANELLI, 
Jr., Fanelli’s Inc., Louisville, Ky. 


NEW YORK: ‘Why a jobber? 
Well, we think they're more 
flexible’ 


“We currently buy direct from a 
major company, Amoco. Until 
four years ago we were buying 
from an Amoco jobber, but he 
sold out to his supplier. At first 
the prices followed the market, 
but recently we’ve been having a 
gasoline price war around the 
Buffalo area, and other major 
companies and jobbers are offering 
gasoline 1.6¢ less than we're buy- 
ing. We’re working on the com- 
pany now, and if they don’t come 
down to the lower price, we'll 
switch—probably to a _ jobber. 
Why a jobber? Well, we think 
they’re more flexible, and also you 
have more personal contact with 





new business since November. “We've been frozen 
out so long we don’t even bid any more,” says 
one. 


“Correction will have to come at 
the refineries and the wells” 


IN THE SOUTHEAST, commercial business re- 
mains depressed, and few marketers see signs of 
improvement. 

Some majors are holding the price line, but they 
find the situation as bleak as jobbers do. Says one 
district manager, “Commercial business is still in a 
mess. I’ve practically been pushed out of the mar- 
ket. Prices are so variable we don’t know how to 
bid. We’ve been high bid, or number two, on most 
of the bids we’ve made. I don’t see any prospects 
of improvement in the coming year.” 

In Jackson, Miss., terminal operator Ralph Pen- 
dergraft puts it this way: “The majors are selling 
at 3.9¢ under tank wagon price, when jobber mar- 
gin is 3.25¢. Could it be any worse than that?” 

The outlook? “There isn’t any way the jobber 
can get the transport business here,” says Pender- 
graft. “And commercial heating doesn’t look much 


better.’ Jobbers in most states concur with him: 


Georgia: “Correction will have to come at the 
refineries and the wells.” 


Virginia: “I have a letter on my desk that a 
jobber got from a trucking company, informing 
him that two majors had bid 3¢ off D.T.W. on a 
15,000-gal.-a-year account. You think the jobber 
—who’s had the account for years—will be able 
to beat that?” asks an association secretary. 


“The screwy thing about our situation is there’s 
no pattern to it. The highly competitive majors 
will bid tank wagon in one town, 3¢ off elsewhere.” 


North Carolina: “At least half a dozen jobbers 
have sold out since the first of the year, primarily 
because they’ve been killed in the commercial mar- 
ket. We see no reason to expect an improvement 
this year.” 


Florida: “A major bid 4¢ off tank wagon on a 
county account. Standard Oil bid 21.47¢ on the 
city of Tampa’s premium gasoline account when 
Tampa tank wagon price was 25.9¢. That’s pretty 
typical. But I’m hoping improvement is on the way. 
And I’m confident the industry can solve its own 
problems without getting the government’s help.” 





the BUYERS See It 


them. With the major companies, 
they have to contact the home 


year.”—Harvey L. BaRNEs, Maola 
Milk and Ice Cream 


unusual periods—such as the price 


Co., New war situation we have in Portland 


Office to get permission to change 
prices. We have 14 trucks and use 
1,000 gal. every nine days.” 
JOHN L. MESMER, JR., Mesmer 
and Sons Dairy, Grand Island, 
N. Y. 


NORTH CAROLINA: ‘We'll con- 
tinue to put... business up 
for bids’ 


“We operate 140 vehicles, with 
about 85 of them running from 
our New Bern division and the 
rest split up in four smaller di- 


visions. Until a year ago we were 


buying gasoline from an Amoco 
jobber in New Bern. With him 
we were buying somewhere in the 
neighborhood of 9¢ below the 
going retail service station price. 
But then we solicited bids a year 
ago. It wound up with Gulf having 
the low bid for our New Bern divi- 
sion, cutting our former price by 
about a cent. For the other four 
divisions Esso had the lowest bid 
and here we’re saving about a cent 
and a half over what we formerly 
paid. We'll continue to put our 
gasoline business up for bids each 


Bern, N. C. 


INDIANA: ‘... We wanted a 
national brand’ 


“Until a year ago we were buying 
gasoline for our seven vehicles at 
a couple of local service stations 
which offered us a discount. Then 
we switched over to Publix Oil 
Co., a Phillips jobber in Kendal- 
ville. Lots of companies—majors 
and jobbers—approached us be- 
fore and since going to Publix. In 
fact, we could have bought fuel 
from a private brand jobber a 
little cheaper than what we're 
giving Publix, but we wanted a 
national brand.”— LAUREN ATY, 
Puritan Ice Cream Co., Kendal- 
ville, Ind. 


OREGON: ‘We've been buying 
from a jobber .. . he’s a per- 
sonal friend’ 


“We've been buying gasoline from 
a Signal Oil jobber for the last 
five or six years. He’s a personal 
friend of ours, and I very much 
doubt that we would switch from 
him. Of course, there are some 
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—during which we buy elsewhere. 
Why? Well, our normal price with 
our jobber is 27.9¢, about 5¢ 
under the service station retail 
price. But with the gas war on, 
the station dealers are offering 
gasoline at about 23¢. The result 
is that we send our four trucks 
to the stations while this situation 
lasts. But even there, we still buy 
fuel from the jobber for the plant 
tank that takes care of the sales- 
men’s cars."—-CHARLES D. ERICK- 
sON, Jewel Ice Cream, Portland, 
Ore. 


MASSACHUSETTS: ‘We buy di- 
rect... I'm not sure of all 


the reasons’ 


“We have close to 50 vehicles— 
42 trucks and 7 cars. And to fuel 
these, we buy direct from Gulf. 
I'm not sure of all the reasons, 
but I know we've bought from 
Gulf for the last 17 or 18 years 
and during this same period, Gulf 
personnel from their plant nearby 
have been eating at our restaurant. 
I think it would take an awfully 
strong offer to persuade us to 
change.” — T. W. FINNERAN, 
Hendries Ice Cream, Milton, Mass. 
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Big check-cashing operations require special setup, extra work, but draw more business 


Check Cashing: Sickness or 


arow away $50 a month? You _ 
ado both by cashing checks 


rats the dilemma facing dealers and job- 

bers. Customers want check-cashing service. 
If you don’t do it, someone else will. But look out— 
runaway check-cashing can crush you. 


Who Cashes Checks? 


Nearly every dealer honors some checks, espe- 
cially for regular customers. Many limit the checks 
to the amount of sale. Most demand that the passer 
have a valid credit card. 

Suppliers have no universal policy. Some advise 
dealers to stay away from “the banking business.” 
Others honor checks at company-operated stations. 
Some won’t accept second-party checks, throwing 
the whole burden on the dealer. 


Large Scale—A few marketers, especially those 


near factories, cash payroll checks on a big scale. 

They lay in huge amounts of cash on paydays. 
Big signs (see picture above) advertise the service. 
In many cases, no purchase is required, but a fee 
is charged. 

These dealers say they make money on the 
service. It’s not recommended for the average re- 
tailer who isn’t prepared to develop a special setup. 
A Gulf dealer in Fort Wayne has arranged with 
his bank to borrow $25,000 each weekend for 
payroll check-cashing. 

Tooley’s Truck Stop, New Jersey City, N.J., 
cashes $125,000 in payroll checks each week. 
Tooley’s charges a fee of 0.5% and limits the 
amount of each check to $250. The station has a 
teller’s cage and armed guards. 


Why Cash Checks? 


Aside from the few who claim to make a profit 
on the service, most marketers say check-cashing 
draws extra business. 

St. Louis dealer Denzel Watkins (see page 160) 
says checks boost his Friday volume by 200 gal. 
Mohawk Petroleum, West Coast chain, says checks 
increase weekend gallonage 10% to 15%. R. L. 
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New Jersey truck stop has armed teller, elaborate cage 


Sales Booster? 


Chadil, owner of Gas-Bah, another West Coast 
chain, says the practice doubles his Friday volume 
and adds 50% to his Saturday business. 


Plenty of Pitfalls 


Check-cashing isn’t all gravy. Besides the ob- 
vious problems—robbery, bad checks, forgeries, 
insurance—big operations require extra help, spe- 
cial installations and more work. 

Says a St. Louis area dealer, “On Fridays and 
Saturdays, I’m a nervous wreck. I make three or 
four trips to the bank. I take a different route 
each time to avoid being set up for robbery.” 

Extra insurance costs R. L. Chadil $393 a 
year. Another West Coast chain has a bookkeeper 
just for the check operation. Even if a check is 
good, it costs 25¢ to process. 

Recovering from deadbeats is tough, and often 
too expensive for small checks. In cases of forgery, 
operators may as well forget the whole thing. More- 
over, as Chadil points out, when he cashes a $100 
check for $3 worth of product, he’s extending $97 
in credit, even though the check is good. 

Control Steps—There are some basic steps you 
can follow to cut losses. 

For big operations, there’s a machine called 
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the Identity Recorder. It makes a permanent record 
of the face of the check and the ten fingerprints 
of the passer. Chadil reports he uses the machine 
to cut losses from $1,000 a year to $75 a year. 
Yearly rent is $360. 

You must get positive identification. Name and 
address aren’t enough. You should also note license 
number, registration and credit card number. 

Limit the amount of checks. A clutch of small 
checks that bounce can still break you, but you'll 
have better control if you steer away from three- 
figure transactions. 

Bigger operators set up files, with a complete 
rundown on bad risks and approved firms. They 
honor checks only on solid companies and turn 
away black-listed customers. Many regional credit 
associations offer check information as part of their 
regular service. 


Recognize Anyone Here? 


You may know some of the extreme types listed 
below. Check cashers and check passers are a 
vigorous, sturdy breed. Take these check passers, 
for example: 

The Executive—Has plenty of cash, but can’t 
see why his check shouldn’t be good anywhere. 
Carries no credit card because he “doesn’t believe 
in charging things.” 

The Finagler—Lives on a shoestring. Post-dates 
his checks and hopes he can make a fast deposit 
next week to cover. Usually makes good on returns, 
but is an awful nuisance. 

The Professional—Just in from Walla Walla 
for a sales meeting. He needs gas, tires, seat covers 
and a battery, but he’s a little short. Couldn’t 
you cash a check for twice the amount of the sale? 

The Deadbeat—Pays by check when he can get 
away with it. Has no intention of making good. 
Changes stations like underwear—whenever it gets 
uncomfortable. 

On the other side of the transaction, there are 
the check cashers: 

The Banker—Will cash checks for anyone any- 
time. Charges a fee higher than his gasoline margin. 
Likes the feel of big money flowing through his 
hands—and it usually does. 

The Merchant—Cashes payroll checks and also 
gives discounts, stamps, prizes, premiums. Good 
for business, he says, but he doesn’t say whose 
business. 

The Analyst—Scrutinizes each check and cus- 
tomer microscopically. Figures the probability of 
loss against the possibility of more business. Spends 
more time calculating than pumping gasoline. 

Scrooge—Has an unbreakable rule against cash- 
ing any check, even his own. Once got burned 
for $10 and has been sour ever since. Also refuses 
to wipe windshields, check tires. Wonders why 
business is so lousy. . 








General 


MARINE SERVICE STATION (above) has 16 em- 
ployees, 13 pumps. It’s said to be the finest in the 
country. Restaurant-lounge (below) seats 350 


Phillips 
‘Fabulous 
Marina 


T A UNIQUE establishment in Fort Lauder- 

dale, Fla., a Phillips 66 credit card is good 
for everything from martinis and meal tickets to 
outboard motor oil—and soon it'll be good for 
motel bills. You can arrive there by boat or car 
and get full service for either. 


It’s called “Pier 66,” a luxurious marina that, 
in effect, puts Phillips in the restaurant, yacht 
club and lodging business to the tune of possibly 
a couple of million dollars or more. It’s getting 
Phillps promotion you can’t put a price tag on. 

This is an unusual venture in oil marketing. 
There are many plush marinas, but they’re not 
owned by oil firms; the service station end is 
leased. There are oil-company-owned marinas, but 
they are essentially marine service stations. 


Questions some oil men are asking are, “Why did 
Phillips go in for Pier 66 when maybe only 5% 
or less of the marina’s gross sales for petroleum 
products?” “How much is this kind of publicity 
worth?” 


What's ‘Pier 66'? 

The heart of Pier 66 is a marine service station 
that a competitor says has no match in the country. 
It has every facility for dispensing oil products to 
large and small boats. The edifice also has res- 
taurants, bars, yacht club, swimming pools and 
other facilities. Soon (perhaps by the end of this 
year) it will have a 102-unit “motor hotel,” with 
its Own swimming pool, and a children’s play- 
ground with wading pool. Later it may have a co- 
operative apartment building. 

Operating in connection with the 20-acre marina 
are two immense, modern service stations for auto- 
mobiles. They’re leased out. 

A number of other major oil companies have 
looked over Pier 66, but so far no one has shown 
signs of undertaking a similar project. In the opinion 
of one major-company marine sales specialist, no 
company ever will. 

Why Did Phillips?—-Officials say the move was 
quite logical. To start with, the company had the 
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It’s making money already, says 
Phillips, and getting a lot of 
publicity. Will others follow? 











valuable land, situated on a main causeway running 
from U. S. 1 to the beach. Fort Lauderdale (some- 
times called the “Venice of America” because of 
its many waterways) was already a yachting center. 
A municipally owned $2-million marina called 
“Bahia Mar” had been bringing in boaters for 
years. There are tens of thousands of Florida- 
based boats and some 1,500 pleasure craft that 
come from the north in the winter. Weather on 
inland waterways is good for boating all year 
round. The small craft market is growing fast. 

Pier 66 is already in the black, less than two 
years after opening, says a Phillips official, and it’s 
under continuing evaluation. (A local oil man who’s 
been watching the operation says he sees no reason 
why it shouldn’t be a money-maker.) As Phillips 
views it, the auto service stations are part of the 
marina complex, and oil products represents more 
like a fourth of gross sales. 

Product Promotion—“Our purpose is to increase 
interest in Phillips petroleum products,” says a 
company official. “We’re doing that.” 

A major-company competitor acknowledges this. 
Phillips entered the Florida market in 1953. In 
little more than five years it’s become a major 
factor in Broward and Dade counties (where Fort 
Lauderdale and nearby Miami are located) and 
elsewhere. Several hundred service stations have 
been built in the state in what Phillips calls “one 
of the most rapid developments of sales operations 
in the company’s history.” Says the competitors, 
“The people know Phillips has arrived, and Pier 
66 is there in case they forget.” 

That’s why, apparently, many oil marketers take 
for granted that Pier 66 is another thrust in Phillips’ 
drive for first-class representation in Florida. 

Phillips board chairman K. S. Adams, is a fre- 
quent visitor to Fort Lauderdale. A story that may 
be apocryphal has it that when the company moved 
into the area Adams said, “I want to be able to 
see the next Phillips 66 sign from every Phillips 
station I stop at.” He’s a yachtman himself, with 
a keen eye for the burgeoning small craft market. 
Adams is taking an active part in Pier 66: he’s 
commodore of the yacht club. 

This year Phillips is holding a “Pier 66 Con- 
test” for its dealers and jobbers. Top sellers of 
oil products, LPG and TBA will spend a long 
weekend there on the company this fall. A Phil- 


April, 1959 * NATIONAL PETROLEUM NEWS 


PIER 66 has swimming pools, restaurants, bars, 
yacht club. It will soon have 102-unit motor hotel 


lips executive says such a use was contemplated 
when Pier 66 was planned. 

Competitors don’t disguise their admiration for 
Pier 66 as a first-class installation. It’s easy to see 
why. 


Marine Service: A Model 


In a cove of the Intracoastal Waterway at Fort 
Lauderdale lies Pier 66’s yacht basin with ac- 
commodations for more than 100 pleasure boats of 
all types (depth is 12 ft.). At the end of a pier 
along the waterway seawall is the marine sales 
and service setup, generally acknowledged to be 
without peer in the country. 

Atop a sales and service building is a glass-en- 
closed observation tower where traffic is coordi- 
nated. Boats are serviced on the dock’s four sides. 
On a protected side is a low dock for outboards 
or other small boats. 

There are 13 pumps on the marine sales dock: 
eight for marine white, three for diesel fuel and 
two for regular gasoline. (The proportion for 
regular gasoline may be increased because demand 
for this product is on the upswing.) 

For marine service alone there are 16 employes: 
two cashier clerks, four dock attendants, one main- 
tenance porter, and nine pump attendants. 

What’s the Potential—The Phillips marina has 
not yet reached its potential, said to be about 75,- 
000 gal. a month. Even in slow months, however, 
sales have ranged from 30,000 to 40,000 gal. 

A twin-engine fishing boat will use from 30 to 





OBSERVATION TOWER commands waterway, coordinates 
pleasure craft service at all four docks’ sides 


(Begins on Page 118) 


40 gal. a day. Small runabouts use 20 to 30 gal. 
a day. Boats 35 ft. and longer take on 200 gal. or 
more, larger ones as much as 450 gal. 

There’s big dollar volume in oil changes. Al- 
though boats do not have to change oil as often 
as automobiles, they need greater quantities: 6 to 
60 quarts for small boats, much more for large 
boats. 

One-stop service is offered. No major repairs 
are done in the yacht basin, but the marina man- 
agement knows all marine equipment shops in the 
city and can quickly recommend for the job. 

Marinas services include water, electricity and 
telephone connections; ice, newspaper deliveries, 
catering, laundry facilities, garbage disposal, fire 
guard, 24-hour watchman protection, mail service, 
weather information, and bellboy service. 


The Restaurant and Yacht Club 


“The restaurant at Pier 66,” says a marine oil 
man of another major company, “is nothing short 
of fabulous.” Occupying the second floor of the 
restaurant and club building, it can seat 258 guests, 
plus 27 in an adjacent private dining room and 68 
in a cocktail lounge. To boot, there’s a 460-sq. ft. 
dance floor. The whole setup is about the size of 
that in a big-city hotel. 

On the third floor is the Yacht Club, a member- 
ship organization. The club has its own dining 
facilities, kitchen and cocktail lounge. 

Each member gets his own key to control an 
automatic elevator for stops at the club floor. 

Membership fees are: resident, $125 a year; non- 
resident, $65; non-resident firm, $200; resident 
firm, $380, and corporation, $1,250. 

On the ground floor is the “Ship’s Galley.” 
Boatmen or other visitors can obtain snacks or 
other meals there from morning to late evening 
without changing from slacks or swimming clothes. 
On an adjoining terrace drinks are served at a small 
bar. Food is served at the swimming pool. 

The restaurants and club are operated, under 
Phillips’ close supervison, by Western Hills Man- 
agement Co. Over-all manager for Phillips Petrole- 
um is Darrell Cowell. ® 


Pe In case you missed it... 


Controlled gallonage has become an important 
target of many majors. For example: 

e Atlantic Refining has taken over Major 
Petroleum Co., Philadelphia heating oil jobber, 
through stock purchase. Major’s business grosses 
$7-million to $8-million a year, including burner 
sales and service. 

e@ Tidewater Oil has purchased F. D. Koehler 
Co., its distributor in Staten Island, N.Y. Koehler 
has 27 retail outlets and a water terminal. 

e@ Sinclair Refining has purchased Economy 
Service, Inc., fuel oil jobbership with 12-million- 
gal.-a-year volume and a 3-million-gal. barge termi- 
nal. Purchase price: $1-million. 

e@ Hartol Petroleum, subsidiary of Tennessee 
Gas Transmission Co., has purchased Crown 
Petroleum, Connecticut and Massachusetts jobber 
with annual volume of 40-million gal. 


Rep. McGovern (D., §.D.) has introduced a bill 
to “put the big corporations on notice that they 
no longer will be permitted to raise prices unneces- 
sarily without public review.” The eight largest 
firms in any manufacturing industry would be re- 
quired to announce increases 30 days in advance. 


Indiana Standard has received an Air Force con- 
tract to develop special-purpose solid fuels and 
equipment for “Minuteman,” first all-solid-fuel 
ICBM. 


Union Oil has bought western Alaska marketing 
facilities of Alaska-Yukon Refiners & Distributors. 


Sinclair Refining cut refinery runs 8% in March. 


>A bill in the Texas legislature calls for signs on 
station pumps to show whether the refiner sup- 
plying product used any imported crude. 


Sun Oil has asked the U.S. Court of Appeals to 
set aside FTC’s finding in the “Jacksonville Case” 
(see page 111). 


Esso Research & Engineering is sponsoring ad- 
vanced study projects for technical men. The pro- 
gram might lead to advanced degrees, Esso says. 


»Highway Administrator Tallamy says Congress 
must act soon or Bureau of Public Roads won’t be 
able to allot 1961 interstate money (tab: $2.5- 
billion) to the states. Tallamy says the present 
Highway Trust Fund is running dry (NPN—Jan., 
p71). 


»American Oil president L. W. Moore has urged 
the President to study use of heavy-duty asphaltic 
concrete “as an economical road-building material 
to help meet the deficit in the nation’s highway 
construction program.” 
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THE LIGHTER SIDE 














“*| GIVE UP—WHERE IS IT?" 


THE BRIGHTER SIDE... 


Finding the gas tank is easy—once you know where to 
look. Selecting the right supplier for your independent 
marketing operation is easy too—once you get the facts 
about Ashland Oil & Refining Company. 


As the nation’s largest independent supplier of petroleum 
products, Ashland Oil understands and respects your in- 
dependence. Here are some of the benefits you get from 
a working agreement with us: 


@ You get to do your job without interference. 
© You get effective merchandising plans and selling tools. 


© You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you... write, 
wire or phone us today! 


Yhe independent Supplier for Independents 
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ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 
ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street—CLEVELAND, O., 
Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street —-NASHVILLE, TENN., 5E. Main Street 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
ms — 
wv a. 
‘ ~— OIL 
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NUMBER TWO in a series of highlights from the brand new“Gasoline Last Word” study" 


BEFORE BUYING ON THE DAY THEY 


suy cas... MOTORISTS 
SPEND MORE TIME 
WITH RADIO THAN 
With ALL OLHER 
MEDIA COMBINED! 


WANT MORE FACTS? Simply fill out the coupon to get a copy of the full study. 


| PLEASE SEND ME A COPY OF THIS STUDY. 
| 
| NAME Diss ci TITLE 


' 
| COMPANY ADDRESS 


| 
| 
| 
| 
| 
| 
Pn 
I 
| 
| 
| 
| 


i Mail this coupon to: Research Department, Radio Advertising Bureau, Inc.,460 Park Avenue, New York 20,N.Y.| 


*Conducted by R. H. Bruskin Associates in four major markets for Radio Advertising Bureau, Inc. 
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Brief But Significant 


Wage hikes cause refinery layoffs . .. What boat boom means to oil . . . Deal 


for private brander falls through . . . Carter expanding . . . Esso plans for A-tanker 


Esso Standard has laid off 440 men 
at its Baton Rouge, La., refinery; 
American Oil 144 at its Texas City 
plant. 
SIGNIFICANCE: Recent 5% wage in- 
crease is causing others to take a 
close look at refinery operating costs; 
some claim cost of increase can’t be 
absorbed. 


The number of recreational boats 
in use on all waterways in the U. S. 
climbed to 7,330,000 in 1958, says a 
report of the boating industry. This 
was a 5.4% rise over the 6,954,000 in 
use in 1957. 


SIGNIFICANCE: Here’s what oil prod- 
ucts these boats are estimated to have 
consumed in 1958: gasoline, 404,057,- 
000 gal.; diesel fuel, 22,240,000 gal.; 
lube oil, 20,266,000 gal. 


> A growing independent Australian 
marketer, Ampol Petroleum, Ltd., is 
now selling boron gasoline at its re- 
tail outlets throughout Australia. This 
is the third big oil company to use 
the gasoline, under license from 
Standard Oil (Ohio). Others are D-X 
Sunray and Richfield of California. 


SIGNIFICANCE: Sohio says D-X, Rich- 
field and itself have enjoyed substan- 
tial increases in premium sales with 
boron gasoline. 


Republic Oil plans to build a mod- 
ern service station near its Texas City 
refinery, replacing an older one. 


SIGNIFICANCE: Republic discounts ru- 
mors that it plans a branded marketing 
program in the Houston area, claims 
it will have only two stations in the 
Texas City area to serve its refinery 
employes. 


> Esso Belgium, S.A., refining-mar- 
keting affiliate of Standard Oil (N.J.), 
is the first major oil company on the 
European continent to become a 
member of Oil-Heat Institute’s distri- 
bution division. 


SIGNIFICANCE: It’s only a matter of 
time, says OHI, before the division 
sets up its first chapter in Europe, 
expected to be in Belgium. 





years ago.” 


Company 
Carter 
Texas Co. 
Phillips 
Pure 
Humble 
Skelly 
Socony Mobil 
Sinclair 
Union 





More 1958 Major Oil Company Profit Reports 


THE RULE in 1958 was declining profits for major oil companies. 
(Below are the remainder of available year-end profit reports; 13 others 
were published in NPN last month, page 104). 

Exceptions are few. Carter Oil Co. reported the best profit picture— 
a 23% net gain in 1958 over 1957—highest in the company’s 66-year 
history (see other Carter item on this page). New records were set in 
production, refining and marketing. But significantly, Carter says the 
good profits “are largely due to the sale of lower cost crude oil found 


Only three other companies turned in 1958 profit increases: Kentucky 
Standard (11.3%), Continental (1.7%), and Standard of Ohio (0.5%). 


(figures in thousands of dollars) 


Net Earnings 


% Change from 1957 
+23% 
— 67 
—12.4 
—18.9 
—22.4 
—24.7 
—29.4 
—343 
—34.6 


$23,217 
310,168 
84,237 
28,822 
136,500 
27,687 
155,700 
49,500 
25,000 








>Dan Lundberg resigned as executive 
secretary of the California Petroleum 
Marketers Council after seven years as 
director of distributor affairs in the 
Golden State. Lundberg says he quit 
to make himself available “for 
broader-scope activities in the oil 
industry.” 


SIGNIFICANCE: Lundberg, who has 
worked with jobber, consignee, pri- 
vate-brander, self-serve and major 
company elements, hopes to apply his 
talents to industry statesmanship. “I'd 
like to be a two-bit John Foster 
Dulles,” says Lundberg. 


>A deal for Eastern States to buy 
several stations owned by Webb Oil 
Co. has fallen through. The two 
Houston firms had been dickering for 
some time. 


SIGNIFICANCE: Rumors are that the 
Webb properties are still “on the 
block.” 


»Tidewater’s eastern division is now 
in charge of marketing Veedol lubri- 
cants in the central states. Field offices 
are in Detroit and Tulsa. 


SIGNIFICANCE: This is an upshot of 
Tidewater’s selling its 10-state central 
marketing facilities to [)-X Sunray 
(NPN—Jan. p75). 
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Carter Oil Co. built 11 new bulk 
plants and 132 new company-owned 
stations during 1958 in its 10-state 
Northwest marketing area. 


SIGNIFICANCE: This expansion was 
partly responsible for a 13% sales 
climb in 1958 over 1957. (See table 
for Carter’s 1958 net profits.) 


> Plumbers and heating contractors in 
Connecticut are behind a bill in the 
state legislature that would prevent 
gas utilities from selling heating equip- 
ment. 


SIGNIFICANCE: While oil men are 
neutral on the bill, they would like 
to see some of the gas utility “gim- 
micks” in selling heating equipment 
curtailed. 


Esso Standard has offered to build 
and operate the world’s first atomic- 
powered tanker if the U. S. govern- 
ment will foot part of the bill. Esso 
wants the government to absorb the 
cost difference between conventional 
and atomic ship in construction, fuel- 
ing and insurance. 


SIGNIFICANCE: The day of nuclear- 
powered tankers is drawing nearer. 
Esso doesn’t see such a move immedi- 
ately ahead but regards it as the next 
logical step, 
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ALLONAGE 


More light power with lower costs. 


For years NPI has served the varied 
WEONW FPRODUCTs needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
K.ima 4, Ohio U.S.A. with years of trouble-free use built into 
them has been met. In addition, the ca- 
Originators of pacity to deliver on schedule, without 
PLASTILUX® Signs fail, has established NPI as the most 
reliable supplier of illuminated filling 

station signs. 


INCORPORATE TWD 


We operate _____ filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 

sign program are available with no obli- 
NAME _______ ie gation. Just use the coupon at the left. 


| See 
WRITE TODAY — Use this coupon to get 
CONT ANyY.. Reet the services of a Signvertising® Engineer. 


ADDRESS. No obligation. 
Se Lod WESTATE 
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What's Coming Up at OHI 


Distributors will be key men 
at Seattle meeting this month 


IL-HEAT Institute of America moves to the 
Far West the end of this month for its an- 
nual meeting. 

Between 900-1,000 heating oil distributors, oil- 
heat equipment and accessory manufacturers and 
oil-heat technicians will settle in Seattle’s Olympic 
Hotel for the April 28-May 2 program. 

Big Time For Distributors—This convention— 
more than any other OHI has held—will be slanted 
to the heating oil distributor: 

e A distributor is slated to become the next 
OHI president. This “first” for the distribution di- 
vision recognizes the importance of the distributor 
in the over-all oil heat picture. 

e@ One of three OHI vice presidents will be a 
distributor, following a program started two years 
ago. This assures that future OHI presidents from 
time to time will be distributors. 

e@ The distribution division will report new 
gains in membership, new highs in insurance pro- 
gram participation, new volume in the sale of pro- 
motional pieces to members—and, perhaps, a new 
high in profit from its operations. 


e A big slice of convention time will be devoted 
to showing the distributor how to be a better op- 
erator, increase business, boost efficiency. 

@ The technical division’s program will let dis- 
tributors know what’s going on in oil-burner labs 
to make oil heat and heating oil an improved pack- 
age. It will also show them how to improve opera- 
tion of burners already installed. 

By going west, OHI expects to reach more local 
heating oil men than at eastern conventions. Oil- 
Heat Institute of Washington, host to the OHI 
meeting, has set its annual meeting and banquet 
for the same week. 

How the Program Shapes Up—Getting OHI’s 
internal affairs settled—and set up for the coming 
year—will take most of April 28 and 29. 


Distributor interest in the program increases 
April 30, when the technical division presents its 
program. Discussion will cover oil burner develop- 
ments for the future, the value of fuel oil addi- 
tives, a research report on oil-fired water heat- 
ers, and new ways of handling fuel oil nozzles in 
the field. 


Distributor interest will hit a peak at dealer man- 
agement clinics May 1-2. Distributors from all sec- 
tions of the U. S. will cover such topics as burner 
service and its value to oil sales; the future of the 
oil-heat jobber; how direct mail can add to sales; 
why step up delivery output; the value of a good 
credit department; why oil is losing out to electric 
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WHERE TO GO IN SEATTLE 
THE OILMAN who likes exotic foods should have 
a good time in Seattle. In cookery, as in many 
other aspects of life, Seattle looks west to the 
islands of the Pacific and across the sea. 

One of the most interesting restaurants is the 
Bush Garden Sukiyaki restaurant, where Japanese 
foods are cooked at your table by kimono-clad 
waitresses. You take off your shoes and sit on the 
floor with your feet in a pit under the table. 

Seattle has a number of good Chinese restaurants. 
The one with the most authentic Cantonese cooking 
is Ruby Chow’s. 

Probably the city’s most distinguished dining 
place (and the most expensive) is the Canlis Char- 
coal Broiler, where Hawaiian and American food 
is served by colorfully costumed Oriental girls. This 
restaurant has won five consecutive “distinguished 
dining” awards from Holid agazine. 

South Seas food is a spoiity of the Outrigger. 

Seattle seafoods are among the best in the nation 
and are well served at a number of restaurants, 
including Ivar’s Acre of Clams and Skipper’s Sea- 
food. Specialties of the area: the small Olympia 
oyster, the Alaskan king crab, salmon steaks and 
Dungeness crab. 

The large Scandinavian population demands a 
good smorgasbord. Two of the best restaurants in 
this class are King Oscar’s and Selindia. 

Restaurants in interesting locations include: 


@ The Wharf, where you can look out the 
window at a large fishing fleet; 

e@ Bob’s Landing, next door to a yacht basin. 

e The Camlin Hotel’s Cloud Room, with the 
best night-time view of the city; 

e@ Maison Blanc, an old mansion complete with 
art gallery; 

e The “truly Hawaiian” Kalua room in the 
Hotel Windsor. 

Musically speaking, Rosellini’s Four-10 has a 
good trio. Clark’s Red Carpet, good for prime 
ribs and seafood, has a piano playing-singing duo. 
Good piano players do their stuff at El Gaucho, 
Harold’s, the Italian Village, Clark’s Round the 
Clock and the Marine Room in the Olympic Hotel. 











heat; getting more budget accounts, and how to 
sell oil heat to the builder and architect. 

Distributors handling heavy oils and commercial- 
industrial heating equipment will hear a symposium 
on Pacific Coast oils and equipment necessary for 
burning such oils. It’s set for May 1 at 3:30 p.m. 

For a Change of Pace—The convention won’t be 
all business. The annual old-timers’ dinner is April 
29 at 7 p.m.; a golf tournament starts at noon 
April 30; OHI’s pre-luncheon cocktail party is at 
12:45 p.m. May 1, followed by the annual lunch- 
eon (with B. W. Pickard, marketing vice president 
of Standard Oil Co. of California, as speaker). 
OHI of Washington’s annual banquet is at 7:30 
p.m. May 2, winding up the convention. 





Special promotions give 
Texaco Dealers a big edge! 


Again this year, Texaco Dealers will hit the jackpot with Texaco’s annual Spring 


advertising-merchandising campaign—one of three giant promotions scheduled for’59. 


It features a Spring Safe-T check-up, and will influence motorists everywhere to see 


their Texaco Dealers—giving them a good opportunity to make permanent customers. 
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TRAFFIC-BUILDING RECORD ALBUM OFFER! 

This new Benny Goodman album, with 11 great swing tunes, 
will bring motorists in for a Safe-T check-up and for the coupon 
that gives them this big $3.98 value for only $1.00. A similar 
offer last year was a big trafic builder for Texaco Dealers 
everywhere. 

“SWING INTO SPRING’’ TV SPECTACULAR! 

Starring Benny Goodman, “King of Swing” and these big names 
of the entertainment world! Peggy Lee! Ella Fitzgerald! Andre 
Previn! Lionel Hampton! Shelley Manne! The Hi-Lo’s! This 
59 “Swing Into Spring” will out-do last year’s tremendous 
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success. It will build station traffic by plugging the special 
Record Album offer. It will bring car owners in for a Safe-T 
check-up ... and many will become permanent customers. See 
and hear the show yourself—tune in April 10 on CBS-TV! 


PLUS...A BARRAGE OF TV AND RADIO SPOTS! 

In addition to the “Swing Into Spring” send-off, there will be 
a round-the-clock program of TV and Radio spot announce- 
ments. Car owners will see and hear them at home, and hear 
them while driving. These broadcasts, too, will help to make 
new customers for Texaco Dealers. 
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PLUS...ANOTHER DYNAMIC TEXACO “FIRST!” An estimated nearly 12 
million readers will see this unique full-color multiple-page ad in the Saturday 
Evening Post, April 18. It will sell hard for Texaco Dealers, helping to boost station 
traffic and profits. It is another Texaco first—a big “scoop” in the petroleum industry! 


Life, April 20 American Legion, April Look, April 28 Sunset, April 


PLUS...FULL-COLOR 2-PAGE SPREADS IN THESE 4 BIG NATIONAL 
MAGAZINES! These striking, compelling ads will be seen by an estimated 40 
million readers. They go into the homes of car owners—responsible drivers who 
want good products and efficient service performed with an eye to their safety. 
PLUS...BILLBOARDS! Thousands, on highways from coast-to-coast! They'll be 
seen at the most effective time—when the car owner is behind the wheel! 
PLUS...POINT-OF-SALE TRAFFIC BUILDERS! 4 Colorful Window Stream- 
ers ... selling the campaign and the car owner when he is in the station! 

Local Tie-in Advertising—hard-selling newspaper ads and radio spot announce- 
ments. for Dealers to run over their names. 

PLUS...BIG CASH PRIZES FOR DEALERS! Cash prizes will be awarded 
Texaco Dealers who do outstanding jobs of getting new customers by tying-in with 
the big Spring promotion! 








CO-OP ADVERTISING PROGRAM. In addition to these big national promo- 
tions, a wide variety of hard-selling newspaper ads, radio and TV spots, available 
to Texaco Consignees and Distributors. They are proved business getters. 
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6 REASONS WHY YOU CAN MAKE 
MONEY AS A TEXACO 
DEALER OR DISTRIBUTOR 


1. The best petroleum products, known 
and accepted by car owners nation-wide. 
Continuous research and development 
insure that Texaco will always have out- 
standing products. 

2. The best point-of-sale and direct mail 
promotional material to help bring in 
motorists and bring them back! 

3. The best and biggest national adver- 
tising program . . . constantly selling 
Texaco Dealers to car owners every- 
where. 

4. The best customer credit card .. . in 
fact, the only petroleum credit card hon- 
ored under one sign nation-wide. 

5. The best retailer policy . . . Texaco 
helps its Dealers to market nationally- 
advertised and accepted TBA products. 
6. The best opportunity to cash in on 
“touring” business . . . because Texaco 
customers at home like to stop at Texaco 
stations when on the road. This means 
you have more than 40,000 other Texaco 


Dealers helping you. THE TEXAS COMPANY 


A solid future is one of the advantages 
of being a Texaco Dealer or Distributor. 
There may be an opportunity for you. 
Investigate . send this coupon to: 


SALES MANAGER 

THE TEXAS COMPANY 
135 E, 42nd STREET 
NEW YORK 17, N. Y. 


I would like to get complete infor- 
mation about the possibility of 
teaming up with Texaco as a 
[) Dealer, [] Consignee, [ Dis- 
tributor. (Please check). 


STREET 


(To obtain more data on advertised products see page 170) 





In one operation, machine posts data to... 


@ Sales journal 
@ Invoice 

© Statement 
@ Ledger card 


00 82 


© Degree-day card @ 0.0 2) 
ae . 


How to Speed Up Accounting 


With his new system, a Brooklyn fuel oil jobber handles more volume 
with less overhead and knows more about his business. Here’s how 


H OWARD FUEL CorP. is sold on machine post- 
ing of all records. 

The Brooklyn private-brand fuel oil jobbership 
gets good mileage out of its bookkeeping equip- 
ment. In one operation, machines post data to sales 
journal, ledger card, statement and/or invoice, and 
degree-day card. The equipment handles nearly 
5,000 heating (No. 2) oil accounts and a big No. 
4 and No. 6 oil business. Total retail gallonage 
runs into nine figures. 


What's in Howard Fuel’s Setup 


Ted Ross, Howard Fuel’s vice president, says 
machines do the work quicker and neater than 
hand posting, keep accounting and degree-day 
posting flowing through the office at the same 
speed, and give the company a lot of extra infor- 
mation a well-run business needs. And payout is 
quick—less than two years, in Howard’s case. 


The Brooklyn jobber’s machine posting system 
is built around two National Cash Register type- 
writer-bookkeeping machines; it’s backed up by 
an Electrofile and a single-card degree-day record 
system, with Addressograph plates on each degree- 
day card. 


Howard Fuel moved to NCR equipment about 
four years ago. Up to that time, Howard Fuel was 
using equipment that posted, also in one opera- 
tion, all records except degree-day cards. But the 
equipment was cumbersome, slow to operate. 


“Our new equipment does the work faster,” Ross 
says. “Of course, it meant changing over to the 
National accounting system.” 

Howard Fuel gets additional information, says 
Ross, as a by-product of machine posting with 
National equipment: a complete sales analysis in- 
cluding total dollar sales, total gallonage and a 
breakdown of gallonage sales by grade; total city 
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sales tax collected; an average selling price; a 
classification of accounts receivable into current, 
30-, 60-, and 90-day groups. 

After NCR equipment was installed, Howard 
Fuel discovered it should speed up record handling 
in its degree-day department. Degree-day opera- 
tions began to fall behind the accounting proced- 
ures. 

Previously, degree-day posting and accounting 
work had gone on at about the same rate. “We 
fell about a week or more behind the accounting 
department with our degree-day record keeping,” 
Ross says, because of hand-posting and a two-card 
degree-day system. 

To speed up degree-day posting, Howard Fuel 
installed an Electrofile about two and a half years 
ago. This killed two birds: hand posting in the de- 
gree-day department and the two-card degree-day 
file. 

“It was always a cross-reference job to get de- 
livery tickets out,” Ross says. In one file, cards 
were set up on an accumulated degree-day basis; 
in the other file, cards were in alphabetical order. 
You’d check the alphabetical file first to find the 
next degree-day delivery so you’d know where to 
look for the degree-day card in the degree-day file. 

With Electrofile’s method it’s a simple matter to 
locate any account’s degree-day card even though 
all cards are filed on an accumulated degree-day 
basis. Given the account’s name, you press the 
proper keys in the Electrofile code and the right 
degree-day card pops up. 

It’s a logical step at this point to go to simul- 
taneous posting because the degree-day card con- 
tains most of the information posted by NCR equip- 
ment to the other records. Says Ross, “Degree-day 
posting now keeps up with accounting—it’s sim- 
ultaneous.” 

With National equipment, posting to degree-day 
cards is done at the same time as posting to ac- 
counting records. The carriage of the machine 
moves over to the degree-day card to post the 
date, number of gallons delivered, price per 
gal., degree-days of usable oil, total degree-days 
to date, and the next degree-day of delivery. 

Most of this information has already been set 
on the machine for posting to accounting records. 
“The only thing the operator has to add is the 
degree-days of usable oil, and that’s a simple oper- 
ation,” Ross says. 


How the System Pays Off 


Howard’s new system has kept up with business 
expansion. All accounting for Howard’s home heat- 
ing, industrial and commercial business is handled 
by the two National machines. 

Ross doubts that the former system would have 
kept up with the growth of his business. Since the 
switch to National Cash Register equipment, How- 
ard’s volume has shot up 300% —mostly through 
absorbing other companies. “The old way,” Ross 
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Howard Fuel’s Ross: Sold on machine posting 


says, “couldn’t have kept pace unless we had added 
more equipment and more operators.” 

With the new system overtime has been cut way 
down. “Overtime now,” Ross points out, “is prac- 
tically nil.” With the former system, and with less 
volume than Howard Fuel has now, overtime ran 
into nights and Sundays. 

Machine posting of degree-day cards makes it 
possible for fewer persons to handle more business. 
“Under the former system,” Ross explains, “we 
would have needed five persons to handle the load 
in the degree-day department.” Three persons, one 
more than before, handle the higher volume of bus- 
iness now. One of them, the light-oil dispatcher, 
gives only part of his time to degree-day work. 

The new system results in better control over ac- 
counting procedures and credit and makes it easier 
to find degree-day cards. 

Howard Fuel can discover a past-due account 
quicker than it could before because a breakdown 
of accounts receivable clears automatically to an 
analysis form. 

Degree-day cards are returned to the files faster 
now because card posting keeps up with account- 
ing. 

In posting from the delivery ticket after the 
driver’s price extension is verified, Howard Fuel is 
assured that no delivery ticket is lost or goes un- 
posted and that no degree-day card is returned to 
the file unposted. 

Records are permanent and easy to read. They 
can’t be misread as easily as hand-posted figures. 
Nor can they be altered without detection. 

Ross sums up company thinking this way: 

“We think complete mechanization of degree- 
day records is the perfect way to handle the work. 
It’s a natural job for machines, it’s easy to teach 
new employes, it makes posting an automatic oper- 
ation that requires no effort or thought.” a 





Fuel Oil 


Insulated tube (left) stays clean; bad coking on uninsulated tube (right) hides nozzle 


How Cool Nozzles Cut Coking 


Insulating nose pieces and blast tube against 
high heat can end clogged nozzles, says Mobil 


CG" BURNER nozzles get hot 
while the burner runs. They get 
hotter right after shutdown. 

Such high heat breaks down oil 
mist on the outside of a hot nozzle. 
Oil inside the nozzle is also affected. 
Soon coke deposits form outside the 
nozzle; the inside gets gummed up, 
and you get a service call for a 
clogged nozzle. 

Here’s What To Do—Mobil Oil Co. 
engineers, working in the burner lab 
and in the field, say you can end these 
service calls and at the same time 
boost oil heat’s reliability and effi- 
ciency to keep your accounts happy. 

They say a coating of insulating 
cement on burner parts around the 
nozzle will cut nozzle temperatures, 
reduce the chance of oil breakdown, 
leave burners running smoothly and 
efficiently without too many clogged- 
nozzle calls. 

Mobil engineers used a mineral- 
type insulating cement sold under the 
brand names of Franco-Therm Plastic 
Cement and Eagle Pitcher No. 66. 
Other similar types, they add, are on 
the market. 

Mobil rules out asbestos and re- 
fractory cement. Asbestos won’t stick 
to metal parts and refractory cement 
is a poor heat insulator. 


130 


Here’s How the Job’s Done—If the 
burner can be reached through a fire 
door, the job can be done in short 
order without moving the burner. You 
do these things: 

e Remove refractory cement or 
chips from combustion chamber via 
the door. Then wire-brush the nose 
piece, removing deposits so cement 
will stick. 

e Check nose piece setting. It 
should be recessed about half an inch 
from inside chamber wall. 

e Mix half a pound of cement 
with water to get a paste. 

e Via fire door, put cement 
around front of nose piece and in all 
spaces between burner blast tube and 
chamber wall. Insulation on nose piece 
should not be less than half an inch 
thick. 

e Smooth cement flush with 
chamber wall. If burner nose can’t 
be recessed, insulation should still be 
half an inch thick even if it protrudes 
into chamber. 

e Remove cement that fell into 
air passages of nose piece. See that 
oil drain hole on bottom of nose piece 
is not clogged. 

e Fire burner right away to check 
that oil spray isn’t impinged. 

If you can’t reach the nose piece 


through the heating unit, remove the 
burner. 

Follow all of the steps outlined 
above with these exceptions: 

e Clean nose piece and blast tube 
for 6 inches from end of nose piece. 

e Apply cement half an inch thick 
to nose piece and outside of blast 
tube, covering the area cleaned. 

e Enlarge the hole for the burner, 
if necessary, so insulated blast tube 
can be put back. Nose piece insulation 
should be flush with chamber wall. 
If not possible to set the burner that 
way, insulated nose can protrude up 
to a half inch into chamber. 

e Seal off back of blast tube in 
normal manner. 

Some Special Cases—Burners with 
tapered or cone-shaped nose pieces 
can be given the same insulation treat- 
ment. Put cement in the angular 
space between the head and chamber 
wall to form a smooth outer surface 
when the burner is in place. If the 
burner is removed, cover tapered part 
about half an inch thick as with the 
conventional head. 

Burners whose nose pieces act as 
air diffusers and have many holes 
call for a different approach. Put 
cement on the solid metal area—the 
outer rim of the nose piece. 

Do All Work Carefully — Before 
removing any burner, Mobil engineers 
suggest checking to see if, on remov- 
ing the burner, (1) the front wall of 
the chamber may tear or fall apart, 
(2) the backfill surrounding the cham- 
ber may fall out, and (3) the blast 
tube hole is big enough to take the 
insulated tube. 

Enlarging the hole in a fired cham- 
ber is tricky and can’t always be done 
without damage to the chamber. 

If any trouble is expected, Socony 
engineers feel burner removal may 
not be warranted unless the burner is 
a serious “coker.” 

They point out that insulated nose 
pieces and blast tubes won’t end noz- 
zle coking if cut-off valves or adapters 
leak or if the burner extends too far 
into the chamber. So check these items 
while you’re on the job. 

How Cool Is Cool?—That depends 
on the burner. Some burn cooler than 
others. But in any case, nozzle tem- 
peratures will drop while the burner 
runs and after shutdown. 

Mobil says one burner running at 
9% CO, had a nozzle tip temperature 
of 345° F. Insulation cooled it to 
220° F. In another case, nozzle tip 
temperature of the running burner was 
600° F., going up to 735° F. after 
shutdown. Insulation cut temperatures 
to 235° F. and 315° F., respectively.@ 
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SERIES 


THE NEW I B M 5 Ox COMPLETE 


ACCOUNTING SYSTEM PRICED FOR FUEL OIL DISTRIBUTORS 
...DESIGNED TO GROW AS YOU GROW 


A complete punched card system, Series/50 was intro- 
duced by IBM to bring the economies of punched card 
accounting to the smaller growing business. Though low 
in cost, Series /50 is the same in design and basic operation 
as larger IBM systems now at work in the petroleum in- 
dustry. Because Series/50 applications and procedures are 
compatible with any size IBM system, it not only helps you 
grow ... it grows with you. 





IBM Series/50 benefits can include: 


Degree day control to determine next delivery date 
automatically 
Preparation of preliminary routing schedules 
to aid dispatchers 
Complete control over deliveries 
Automatic invoicing 
Credit control through timely statements 
and credit reports 
Sales statistics—by customer, salesman, product, 
and service 
e Fleet operation and expense reports 


In addition, Series/50 is being used for such operations 
as payroll, commission accounting and stock control. 


Call your local IBM representative to find out how your 
business can benefit from IBM’s more than 44 years of 
experience in accounting methods. 


‘wy 


DATA PROCESSING» 


— 
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Merchandising 





Are Gasoline Carts A Good Idea 
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@ American Petrofina is set to expand its “a la carte” 


marketing experiment (above) 


@ Kerr-McGee is preparing to re-introduce Shop ‘n Gas 
® Critics still scoff, but gas carts seem to be booming 


“GAS CARTS” are back in the news. Leading 
designers say mobile service stations will service 
future cars at customers’ homes (NPN—Feb., 
p136). 

At shopping centers, carts seem stronger than 
ever. Kerr-McGee is readying plans to reintroduce 
its dormant Shop ’n Gas experiment in several 
Southwest shopping centers. Petrofina’s “a la carte” 
service is going strong in one location and will 
soon be joined by two others. 


How the Idea Began 


Kerr-McGee was first with the cart idea in re- 
cent times. But more than 30 years*ago, marketers 
tested “mobile service stations.” (See pictures on 
opposite page.) And for many years, fleet owners 
have gotten lube service via special truck. 

Shop ’n Gas was launched Dec. 5, 1957, at Uni- 
versity City, Mo. Before that, Kermac exhibited 
the installation at the Oklahoma State Semi-Cen- 
tennial Exposition in July 1957. 

There are four basic elements to Shop ’n Gas: 
a storage tank, submersible multi-stage pumping 
unit, piping and hydrants. A dispenser cart ties 
into the pumping system via a patented quick- 
coupling valve. Outlet hydrants are spotted through- 
out the parking lot. 

Aside from the unique coupling valve, Kermac 
says the system uses practically the same equip- 
ment as a normal station. Customers pay for their 


fuel and oil at the supermarket check-out counter. 

Shop ’n Gas was shut down on Aug. 5, 1958. 
At the time, Kermac said only, “Seven months ex- 
perience with this unique gasoline service station 
told us what we want to know . . . we know how 
this service can best be exploited.” 

Now Kermac is ready to go ahead with Shop ’n 
Gas on a larger scale. A spokesman recently told 
NPN, “We’re planning to open a group of units 
within our own marketing area. And we’re ready 
to announce a franchise agreement right now, but 
we haven’t received the go-ahead from the party.” 

Fina Follows—American Petrofina quickly pick- 
ed up the ball temporarily dropped by Kermac. 
‘A la carte’ service was started on Nov. 19, 1958, 
at Warr Acres, a suburb of Oklahoma City, Okla. 

Fina’s installation differs from Kermac’s. There 
are no buried tanks or couplings. A dual compart- 
ment storage tank with a 300-gal. capacity is mount- 
ed on a miniature tank truck. An electric pump 
works off a storage battery. 

During bad weather, Fina yanked ‘a la carte.’ 
Competitors said that was the end of the trial. Not 
so, says Fina. The unit is back in operation, and 
two more are coming in Waco, Tex., and Liberal, 
Kan. 


Problems and Objections 


When Kermac closed Shop ’n Gas, critics said 
built-in problems were the cause. They listed low 
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or A Gimmick? 


gallonage, difficulty of giving service, and poor oil 
sales. 

Kermac says those weren’t the reasons. The only 
problems in the University City trial were “self-im- 
posed.” “The test was too limited,” says a com- 
pany official. “We couldn’t make our advertising 
and promotion work hard enough. You have to 
set up several locations at once to make this idea 
pay off.” 

Fire Hazard?—Competitors say Fina is having 
trouble with local ordinances that would ban ‘a 
la carte’ as a fire hazard. During the bad-weather 
interruption, the rumor spread that Oklahoma 
City “ordinanced the cart out of existence.” 

Fina says it isn’t true. Local and state officials 
have given their nod of approval. The biggest prob- 
lem was getting insurance, since the unit had no 
underwriters’ rating. That was finally solved, and 
subsequent experience makes Fina believe there'll 
be no more trouble. 


Learn While You Earn 


Fina’s cart costs about $4,500. The price will 
drop with mass production. ‘A la carte’ currently 
does about 400 gal. a day—and makes a profit 
for supplier and operator. In better weather, Fina 
expects 600 to 800 gal.-a-day volumes. The oper- 
ator has already asked to switch from salary to 
commission. 


Licking Problems—“We feel we have changed 
the buying habits of the American motorist,” says 
J. M. Shea, Fina’s marketing vice president. 

Fina is still picking up pointers on how to 
merchandise its system. At first, Fina thought a 
completely mobile operation would be best. Now 
it appears that half the time the cart can stand 
stationary in front of the operator’s small office. 
Customers like to come to the cart, and watch the 
delivery being made. 

Credit volume is rising sharply. “This is pri- 
marily a credit business,” says Shea. As a result, 
the company will make a big neighborhood pitch 
for credit card accounts in future installations. 


The Future Is Wide Open 


Interest in ‘gas’ carts among oil marketers and 
other retailers runs high. Kermac has already is- 
sued several sets of plans to prospective licensees 
of Shop ’n Gas. 

Fina says it is “flooded” with inquiries from 
operators of drive-in movies, resorts, parking lots 
and airports. Requests for information are coming 
in from South America, Panama, and Canada. One 
big West Coast export house wants a license for 
Far Eastern use. 


But the hottest prospects for the future are in 
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it’s All Happened Before 


Just to prove there’s nothing really new under 
the sun: 

The White Co. exhibited its Gas-O-Car (top) 
at the 1926 National Petroleum Marketers 
Convention. F. P. Steinahuer of Chicago came 
up with a similar model in 1931. Interest in 
mobile stations dwindled after a series of ex- 
plosions in closed garages 


Fina and Kermac home territory. Fina may set up 
a separate department for ‘a la carte’ and may work 
out plans for putting ‘a la carte’ stops on a regular 
delivery route. 

Kermac thinks it has nearly all the information 
it needs to go ahead with Shop ’n Gas. Fina 
claims it too will be ready in about six months. 
Jobbers may be the first target of home market 
expansion. Fina is considering a liberal lease ar- 
rangement for jobbers: a five-year amortization 
period at a low rent, then no more fee for the life 
of the cart. 

Regardless of which company strikes first, they'll 
face one problem common to all marketers: re- 
cruitment of dealers. Fina says ‘gas’ carts depend 
on the quality of operators. It’s an old story and 
it’s not likely to change. 





Englewood, N. J., scope promotion drew $225 in service orders. Campaign aims to show dealers . . . 


You Cant Live on Gasoline 


Here's a new way to develop balanced selling at service stations. 
Sinclair's oscilloscope promotion is aimed at making better 
dealers—and building permanent volume, too 


HE filling station concept is dead,” says 

Vincent L. Brophy, Sinclair Refining Co.’s 
general manager of sales promotion. “So is the old 
‘to hell with the dealer’ idea. Anyone who still 
thinks that way is insane.” 

Brophy’s philosophy underlies Sinclair’s latest 
station promotion: “free engine analysis.” The 
company is supplying its own oscilloscopes to 
dealers who hold two-day engine analysis cam- 
paigns. It’s also helping with advertising and point- 
of-sale material. The program has three basic aims: 

(1) To show dealers the importance of “plus- 
revenue” services .. . 

(2) To interest dealers in tuneup work and 
oscilloscopes, and . . . 

(3) To boost station gallonage. 


How the Program Works 


Sinclair keeps an oscilloscope in each of its 10 
sales divisions for use in the engine analysis pro- 
gram. A trained operator has charge of it. In some 
divisions, the operator is a lube or sales engineer. 
In others, he’s a sales rep with a mechanical bent. 


Dealers chosen to run the oscilloscope promo- 
tion often need help in building plus-revenue busi- 
ness, or in boosting sagging gallonage. In some 
cases, dealers considering buying a scope may run 
the promotion as a test of its value. 


Several days before the actual promotion, Sin- 
clair field men move in to set up local advertising, 
point-of-sale material and distribute handbills. The 
dealer begins lining up car owners in the neigh- 
borhood for scope appointments. (Sinclair empha- 
sizes that the promotion should draw new faces, 
as well as regulars). 

On “opening day” a Sinclair expert is on hand 
with oscilloscope. A scope manufacturer’s repre- 
sentative may also be there. As each car comes 
into the bays, it’s checked thoroughly—ignition, 
carburetion, tires, fan belt—the works. The scope 
diagnoses ignition troubles, but the dealer is shown 
how he can turn even a simple checkup into a 
profitable service opportunity. 

After two days, the scope is packed up and 
point-of-sale material taken down. The dealer usu- 
ally has a full schedule of service work ahead of 
him, as well as a gallonage increase and a list of 
new customer prospects. 

What’s It Cost?—The engine analysis program 
is relatively cheap. 

Sinclair’s heaviest investment is in ten scopes, 
at a cost of from $400 to $750 apiece. Point-of- 
sale banners, pennants and signs run about $15 
per station, and can be re-used four or five times. 
Sinclair supplies mats for newspaper ads free to 
dealers and splits media space costs 50-50. 


“For a relatively minor investment,” says 


NATIONAL PETROLEUM NEWS ° April, 1959 





Brophy, “we can produce an important dealer aid. 
The dealer gets additional income right away and 
the possibility of steadily improving business later 
cn.” 


New Approach to Better Dealers 


“You either move goods through the dealer, or 
you don’t sell to the dealer,” Brophy says. “Sales 
promotion help is the most important thing we 
can offer our dealer. organization. 


“It’s up to us to help the dealers. If we don’t, 
we’re suckers. Whether we make a direct profit 
is beside the point. If a station isn’t a profit-making 
enterprise, it can’t do us any good.” 


To back up his argument, Brophy points to a 
pair of surveys on station operation. One, a Dun 
& Bradstreet report, concludes that a group of 
“successful” dealers (incomes averaged $11,621) 
had a net revenue from other merchandise and 
services of 17¢ per gal. of gasoline sold. 


A second study of 180 stations directly operated 
by an oil company showed an average of 15¢ of 
“plus-revenue” items per gallon of gasoline. 

“That’s what we’re shooting for,” Brophy says. 
“Below 15¢ gal. in plus-revenue, the dealer just 
can’t make a go of it. But if he’s in the 18¢ to 
20¢ range, he’ll make a nice profit.” 

One-Stop Service—There’s another good reason 
for Sinclair’s interest in tuneup and related serv- 
ices: customers want it. 

“I have no quarrel with the private brand con- 
cept,” Brophy insists. “In some places, high gaso- 
line volume, few services and premiums will pay 
off. But anybody who says the neighborhood 
dealer isn’t the backbone of this business is off- 
base. This is America on Wheels. Customers want 
one-stop service. 


“And there’s no question in my mind: the 
supplier’s best strategy is to help the local dealer 
build his total business.” 

Sales Training—There’s only one way to make 
sure dealers do a total selling job, says Brophy. 
That’s to motivate them. 


“People don’t sell because they’re forced to, but 
because they want to. A dealer will sell if he has 
a desire to. 


“Company operation of stations isn’t an alterna- 
tive to a dealer who doesn’t sell. It’s not a solution. 
We get the best deal from a guy who is eager. 
It’s related to his personal goals. A guy who wants 
to sell has an intuitive understanding of how to 
do it. He doesn’t need Sinclair to tell him what 
to do.” 

Scope’s Job—Brophy thinks the scope may be 
a partial answer to motivation. 

“The scope is new and modern. It’s related to 
a new way of life. The dealer becomes a ‘doctor 
of automobiles.’ He feels important. 

“The scope can get him interested, lead him 
into the plus-revenue business. He may start selling 
things he never sold before. The scope can give 
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him a myriad of opportunities for new sales ap- 
proaches. 

“What's more, it can upgrade his self-concept. 
In a half an hour, he’s a technician. It lifts him 
out of the strictly mechanic class. And it also 
builds customer confidence. They believe what the 
machine shows them.” 


“Permanent Promotion Campaign” 


The scope is here to stay, in Sinclair’s view. 
There’s already plenty of evidence to show that 
it can build business fast. 

Florida Debut—Sinclair first tried the scope pro- 
motion in St. Petersburg, Fla., last year. Originally 
run as an offer to adjust ignition timing, the cam- 
paign proved it could be a powerful service draw. 

Six stations participated. In four days, more than 
600 cars went through the bays. Only about 
100 could be timed properly. The rest needed more 
serious repair work. 


Long lines of cars at each of the six stations 
helped dealers post daily gallonage gains of from 
50% to 228%. Later, gallonage fell off, but re- 
mained above previous levels. Equally important, 
dealers lined up added service work. On the first 
day after the promotion, one dealer did $150 
worth of tuneup. 

Expanded Experiment—Following the Florida 
success, scopes were put into each division. In the 
first round of divisional level promotions, stations 
posted gallonage increases of from 29% to 233% 
in two days. Service work directly obtained from 
the promotion ran from $25 to $371. The last 
figure came from a station which had analyzed 
only 43 cars in a two day period. 

Individual station results are still more impres- 
sive. An Indiana station had been in difficulty for 
years. Several dealer changes had been made. In 
33 months of operation, the station’s average 
monthly gallonage was 2,133 gal. 

Just before running the scope promotion, the 
dealer averaged 98 gal. a day. On the first day of 
the campaign, he sold 220 gal. On the second, 
he doubled that. Service work soared to $225. 

That’s not the whole story. Following the pro- 
motion, the dealer bought a scope on time. In six 
months, his volume rose to 9,000 gal. a month. 
His net worth doubled from $4,100 to $8,181. 

In the picture above, an Englewood, N.J. dealer 
marked up service orders of $225 in a two day 
period. 

The Future—Sinclair is now in the third phase 
of scope promotion—district level. 

“My feeling is that this program can’t miss,” 
Brophy says. “With the trend toward unit replace- 
ment of parts, the auto companies will want light 
repair done at service stations. They’re holding the 
doors of their training stations wide open for oil 
companies. 

“And we know it can lead the dealer into a 
hell of a lot of plus profit.” e 
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‘SWEEPSTAKES 
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why os Pyne RS Directors Club: Standard of Indiana’s football board walked off with first in the 
: gasoline class and third over-all. Atlantic, a perennial prize winner, copped 

second in gasoline. Another Indiana Standard poster took third in gasoline. 
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FOR THE FIRST TIME . . . STEEL BUILDINGS IN COLOR! 


Now, Stran-Steel buildings come in six factory-applied 
colors—colors that add a distinctive luxury look, colors 
that build prestige and pride of ownership. For your 
new plant, office, warehouse or store, take your choice 
of blue, bronze, green, grey, rose and white or any 
combination. And the beauty is more than skin deep, 
because two-layer color coating is firmly baked on 


galvanized steel wall and roof panels. Weather-tested 
Stran-Satin Color is an integral part of your building. 
This means you can forget about costly maintenance. 


Dept. INS-15 


STRAN-STEEL CORPORATION 


Detroit 29, Michigan e Division of 


| eet NATIONAL STEEL wilg CORPORATION 


DEALERS EVERY WHERE 


Color is an exclusive advantage added to the list of 
Stran-Steel features: steel buildings that are column- 
free, flexible in size, quickly erected and easily expanded 
—with costs kept low by precision mass-production. 
Five-year purchase plan takes only 25% initial invest- 
ment. Stran-Steel dealers are listed in Yellow Pages of 
your phone book under Steel Buildings or Buildings— 
Steel. 


Stran-Steel Corporation, Dept. INS-15 
Detroit 29, Michigan 


Please send complete literature on Commercial and Industrial 
Buildings in Stran-Satin Color. 

Name ___ 

Title. : __ Phone 

Company 

Address 

City 
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PROVED EXPERIENCE—Heil developed the /irst 
welded aluminum tank back in 1930 . . . has built 
T iH E more aluminum tanks of all kinds since then than 

any other manufacturer. Today, three out of every 
four petroleum tanks Heil builds are aluminum .. . 


and the trend continues to grow. 
=) i G S wi Nl G TO ENGINEERING LEADERSHIP —Heil—/first to use 


7—-/ automatic welding on aluminum, in 1939. First to 

build frameless aluminum trailerized tanks, in 1941. 

HEIL First, and still exclusive, with triple-dished heads 

flanged automatically in one operation on a Heil- 

designed, 800-ton hydraulic press. Result: precise 

A L U wm i N U M ? head uniformity, perfect fit in assembly, sound, 

dependable welds. A Heil tank is always smooth, 
straight and strong. 


UNEQUALED FACILITIES—Special Heil-designed 
equipment insures highest standards of manufacture. 
Quality control includes spot checking by radio- 
graph X-raying of welds. Each tank is tested with 
dye solution and pressurized oil before final O.K. 
All this, plus a research and development program 
that leads the industry with fresh, new, profit- 
making design ideas for today’s haulers. 





When you buy aluminum you make an im- 
portant investment, so remember this: 
nobody knows aluminum like Heil. See your 
Heil man soon . . . he’s got the facts you 
want to hear when you consider your next 
aluminum tank. 
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rut HEIL co. 


Milwaukee 1, Wisconsin 


Other Heil products for liquid hauling 
External ring, clean bore, insulated and non-insulated 
tanks for a wide variety of chemicals, petroleum and 
liquid foods in aluminum, 
stainless or high-tensile 
steel, and plastic. 


Factories: Milwaukee, Wis. ; Hillside, N. J.; Lancaster, Pa.; 
Cleveland, O.; Modesto, Calif. 





(To obtain more data on advertised products see page 170) NATIONAL PETROLEUM NEWS ° April, 1959 





oak 


THIS PORTABLE sold 40,000 gal. its first full season at a Canadian resort 


New Ideas in Stations 





Can You Use Portable Stations? 


You can't beat a portable in some circumstances. Have you got an 
untapped resort market? Will you be needing an emergency or temporary 
outlet? If so, read how Shell of Canada puts portables to work 


ON THE SHORES of Ontario’s in- 
numerable lakes are many communi- 
ties where you can’t estimate the 
gasoline volume by looking at the car 
registrations. Lots of the smaller 
places, say with a hundred or so per- 
manent residents, easily draw a thou- 
sand or more cars every summer 
weekend. 

It’s good business while it lasts, but 
except at the larger resorts it doesn’t 
justify permanent, all-year service sta- 
tions. Typical seasonal stations that 
now exist are little more than a pump, 
a strip of gravel and a run-down 
shack. 

Rather than encourage more of 
these unlovely outlets, Shell Oil Co. of 
Canada ventured to try a new type 


Toronto Correspondent 


portable station. Shell bought a prefab 
unit built by Modenco of Canada, 
Montreal, called the Petromobile. It 
should not be confused with a full- 
sized station called the “Petro- 
Portable” recently constructed by a 
New Jersey firm. The Modenco station 
is smaller (16 ft. by 18 ft.), less costly. 

For around $4,500, the Petromo- 
bile comes equipped with a space 
heater, display window, storage space 
and washrooms. It can be hauled by 
rail or truck and can be fitted with 
wheels, retractable or not. 

First location picked by district 
manager C. G. Kappler was Innisfil 
Park on Lake Simcoe. While the area 
has only 100 permanent residents, 
there are about 1,000 summer cot- 
tages. On summer weekdays 1,500 
cars pass through, while 7,000 cars 
arrive on weekends. 
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Actual installation costs at Innisfil 
Park ran between $10,000 and $12,- 
000. Last summer, its first full season, 
the little station dispensed 40,000 gal. 
of gasoline. The lessee was well 
pleased and so were the Shell people. 

Although Shell doesn’t envision a 
grand scale expansion of resort mar- 
keting, they see certain possibilities. 
Most promising spots are those where 
some sort of customer attractions al- 
ready exist. Typical is a dock and 
restaurant location where the operator 
now sells Shell gasoline to boat own- 
ers. The problem is to induce the 
lessee to take on a portable service 
station and sell to the motoring public. 


Portables for Emergencies 


The Innisfil Park station was still 
proving itself when an outlying Shell 
jobber sold his string of stations to 
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New Ideas in Stations 





(Begins on page 139) 

another company. This left Shell with 
no representation in a fairly important 
area and called for a crash program. 

The real estate men went on a 
quick hunt for new locations and at 
the same time two Petromobile port- 
ables were made ready for work. 
Within a couple of weeks the first of 
the portables was in operation on a 
site picked for construction of a new 
station. 

Three Petromobiles are still in the 
area doing the same job, while Shell 
finishes off the last of its replacement 
stations. This is one example of how 
a true portable station can provide a 
temporary outlet in an emergency. 

A different type of emergency came 
up last year when a fire at Malton 
airport (Toronto) put a dealer station 
out of business. The Department of 
| Transport, a Federal agency, objected 

to any reconstruction on the site at 

that particular time lest it interfere 
with big plans under way for modern- 
izing the whole airport. 

They listened favorably, though, to 
the idea of a self-contained portable 
unit that could be carted off the site 
on short notice. Shell accordingly tele- 

: phoned for a Petromobile closed 
down for the winter some 200 miles 
away. 

The station was lifted that night 
and arrived at Malton the following 
morning. It was promptly connected 

: to existing sewage lines and electrical 
eke (pp eee services and in 48 hours was open for 
‘al o_o Gil business. Normally the station sells a 
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million gallons a year. 


ISLAND OIL DISPLAY SPURS'ADD QUART’SALES Portables for Rebuilding 
BENNETT OIL MERCHANDISER | tar tne temporary’ use of a portable 


PUTS OIL OUT ON THE ISLAND—WHERE SALES ARE MADE | looks most interesting, Shells indus 
trial sales manager, Al D. Offer, is in 


favor of them. 


Merchandisers multiply“add quart”sales, by “We expect to lose a certain 
amount of business when a permanent 


reminding motorists and salesmen to check mpmiy “ag 14 99 “ 
their oil. They save attendants’ time and i eae gli ny Yi . 
steps, too. minimum.” Shell executives observe 
Empty can and drip receptacle keeps the that a makeshift “shack” subbing as a 
island neat, Panel lock ends pilferage — no station during construction has little 
need to move the merchandiser when the sta- customer appeal. By comparison, the 
tion closes. Illuminated sign available for Petromobile, properly installed, looks 
added sales impact. Handsome styling and more like a real service station. 
rugged construction make Bennett’s Oil Four of Shell’s six portables are 


Merchandiser a long-term profit producer. Only tic an atc aos ac eel 


stations. 
Says retail manager C. A. Dixon, 
ttle, “The Petromobiles are generally work- 
JOHN 


(Wooo) JOHN wooD COMPANY ing out very well and we certainly 


lan to continue using them.” e 
BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN Ee re ee 
IN CANADA: JOHN WOOD COMPANY LIMITED IN THE JUNE ISSUE: A look at the new 
Toronto * Montreal * Winnipeg * Vancouver Canadian “super-supermarket” station 





140 (To obtain more data on advertised products see page 170) NATIONAL PETROLEUM NEWS °* April, 1959 





ARO Follow-up Service 


Sure Cure For Lube 
Equipment Service Headaches 


1 — Complete inspection to insure proper operation and appearance. 


3 — Gives operating instructions to your personnel. 


Another ARO First! A.F.S. (Aro Follow-up 
Service) meets a widespread need. It’s the sure 
way to get top performance—and top profits- 
in your newly equipped lube department right 
from the start! 


You get A.F-.S. free of charge—a BIG PLUS when 
you purchase Aro Lube Equipment! The follow- 
up man who will call on you is your Aro Repre- 
sentative. His call will cover all five points offered 
exclusively by A.F.S. to help you boost lube 
profits. Be sure to look into Aro quality-built lube 
equipment for all your needs . . . everything from 
overhead reels and cabinet models to hand guns 
and grease fittings. Ask your ARO Representative 
for full details. 
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2 — Makes any necessary adjustments, 


4 — Furnishes preventive maintenance tips. 


5 — Tells you where you can obtain future service on the equipment. 


ARO MOBILE 
DEMONSTRATOR 


Watch for it in your territory! It shows every type of 
modern lube equipment in actual operation. Helps 
you find your best buy! 


THE ARO EQUIPMENT CORPORATION 
Bryan, Ohio 


Aro of Calif., 3141 $. Grand Ave., Los Angeles 7, Callf. 
Aro Equipment of Canada, Ltd., — 15, Ontario 
Offices in All Principal Citie: 


[ARO] LUBE EQUIPMENT 


wi. Automotive—Farm— Industry 
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Highest 

Detergent 

Activity 

in an 

Anti-Icing 

ge ate eagee 


were taken of glass throttle 
bodies at the conclusion of 
a carburetor cleanlinessatest 
in which the additives, at low 
anti-icing dosages, were com- 
pared on an equal cost basis. 


No additive 


Sure-fire prevention of carburetor icing—plus posi- 
tive prevention of carburetor clogging! That’s what 
you give your customers when you safeguard your 
gasoline by adding Unicor-LHS. 

In addition to its well-known anti-icing and 
corrosion-protective characteristics, Unicor-LHS 
provides ideal detergency action. Recent tests at 
Universal’s laboratories (see photos at right) demon- 
strate that Unicor-LHS imparts greater detergency 
to your fuel than the best competing additives. 

Convenient and economical to use, this anti-icing 
additive can be introduced anywhere—refinery, bulk 
plant or filling station—at less than half the cost 
of ordinary anti-icers. 

We shall be glad to determine the exact anti-icing 
and carburetor detergency requirements of your fuels. 


Best competitive detergent additive 


For detailed information, samples, or commercial 
quantities, write to our Products Department. 
Unicor-LHS 


UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S.A. 


More Than Forty Years Of Leadership In Petroleum Refining Technology 
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Barging in much of metrovolitan New York would be cut by... 


A Pipe Line for Long Island 


A $27-MILLION PRODUCT LINE from New 
Jersey refineries to New York and Long Island 
could be under construction by November. 


East Coast Pipe Line Co. plans to lay two 24- 
in. pipes under the Narrows between Staten Island 
and Brooklyn. The Staten Island leg would be 
built northward and then westward to reach refin- 
eries at Linden, N. J. 


East Coast’s Plan—The Brooklyn end, says 
East Coast vice president Michael Dwyer, will 
eventually reach Ronkonkoma, L.I.—about 50 
miles from the Narrows. Construction would be 
done in these stages (see map): 


e Brooklyn to Glendale to Idlewild Airport. 
Spurs at Glendale would serve LaGuardia Airport 
and up to 20 major and independent terminals in 
Newtown Creek. 


e Idlewild into Nassau County, with spurs 
hitting eight terminals at Inwood and other term- 
inals at Oceanside and Island Park. 


e To Bethpage, Nassau County, via Mitchell 
Field Air Force base. 


e To Ronkonkoma and McArthur Airport, 
where local aircraft companies test planes. 


The line could be on stream by next year, hand- 
ling about 100,000 b/d (41% of the area’s de- 
mand). By 1965, volume could hit 224,000 b/d, 
or 68% of the area’s need. Top volume of the 
finished line would be 300,000 b/d. 

What’s Going On Now—East Coast is trying to 
get majors to use the line: lower transportation 
costs is the big pitch. East Coast figures majors 
would pay an area-wide rate of 11¢ bbl., vs. the 
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14¢-15¢ bbl. they now pay for barging. All except 
two of the city points East Coast aims to reach 
are now barge supplied. In some cases full barges 
can’t be brought in because of shallow channels. 

Dependable supply is another East Coast talking 
point. Majors and independents know what a tug 
strike can do to their costs of operation, by forcing 
them to haul product from New Jersey terminals. 

For this reason alone, Dwyer says, Port of New 
York Authority would like the supply picture im- 
proved. By 1965, Idlewild will need 55,000 b/d 
of jet fuel; by 1970, LaGuardia and Idlewild to- 
gether will use 27.4-million bbl. of jet fuel a year. 

East Coast admits majors aren’t keen about 
using a line in which they have no financial or 
management interest. (East Coast plans a public 
stock issue to pay for the line.) “But if we get 
letters of intent from the majors,” Dwyer says, 
“we'll borrow the money.” 

East Coast knows Buckeye Pipe Line Co. has 
been asked by majors to study the possibility of 
another line. But here East Coast holds most of the 
aces. It has the easiest-to-use and the least expen- 
sive right of way sewed up. On Staten Island it 
has exclusive use of Staten Island Rapid Transit 
Co. and Baltimore & Ohio R. R. trackage for a 
fixed fee. In parts of New York City and on Long 
Island it has exclusive rights to Long Island R. R. 
trackage, for an annual rental of $1 per 100 ft. per 
inch of outside diameter plus a throughput fee of 
1¢ per bbl. 

Dwyer says majors object to the extra throughput 
charge. “But I’m sure,” he adds, “that we and the 
Long Island can settle on terms everyone likes. @ 





it sounds like science fiction: traveling 
across the continent in 4% hours, going from 
New York to London in 6%, cutting airline 
schedules almost in half. 

Yet these are routine for jet liners in the jet 
age — an era people at Standard’s research 
laboratories have been working toward since 
the day seventeen years ago when we fueled the 
first U.S. jet flight. 

Since then our scientists have worked with 
the armed forces to perfect fuels and special 
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You are looking at a time machine 


lubricants for planes that fly faster than sound, 
or cruise non-stop around the world. They’ve 
helped engine designers solve problems of heat 
and cold, in addition to aiding airlines with 
faster airport fueling systems. 


The sum of these years of development has 
been to add hours to the traveler’s day, days to 
the vacationer’s week. So, in helping to harness 
time, as well as in putting petroleum to many 
other uses for you, the people at Standard are 
planning ahead to serve you better. 
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SPECIAL REPORT: JET=REVOLUTION 


Jet Age: What It Means fo Oil 


The lid is off the jet age. With a dozen pure jets already in service, over 400 
more on order, commercial airlines are opening the door to dynamic expansion 
of the jet fuel market. 


While wide use of commercial jets will boost gallonage for oil marketers, it 
will also bring new problems. For example: 


@ Supplying strict-specification fuels under extraordinarily stringent han- 
dling conditions; 


@ Developing equipment to fuel commercial jets at speeds faster than any 
previously used in oil delivery; 


@ Refueling expensive, delicate aircraft under kid-glove conditions. 
To see how marketers are meeting these challenges, please turn the page > 
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Jet Age: Here's the Market 


© Commercial jet demand is on the threshold of tremendous growth. Only 
a dozen jets are in airline service now, but hundreds are on the way. 


@ Here's a complete rundown on the market itself, with a look at the 
products and handling techniques required to serve it. 


wi THE START of the commercial jet age, the 
market for jet fuel gets off the ground in 
earnest. Here are the facts about this booming 
field: 


Volume—Over-all demand for jet fuel ran to 
195,000 b/d in 1957 (only 3,000 b/d commer- 
cial) against 201,000 b/d for avgas. But jet de- 
mand next year is projected at 355,000 b/d 
(80,000 b/d commercial) against only 166,000 
b/d for avgas. Fifteen-year demand is projected 
as follows*: 

1960 1965 1970 

(000 b/d) 

Military avgas 75 65 55 
Military jet 265 300 300 
Commercial avgas 75 40 30 
Commercial jet 80 205 260 
General avgas 16 19 22 
General jet 10 15 15 
Total avgas 166 124 107 
Total jet 355 520 575 


Military jet demand is expected to level off 
beyond 1965, on the assumption that rockets and 
missiles using non-petroleum fuels will be dis- 
placing petroleum-fueled aircraft (for short-term 
military demand projections, see table below). 
Commercial jet demand, on the other hand, is 
expected to grow to a point where, by 1975, a 
thousand commercial jets will be using 300,000 
b/d of fuel, equalling demand from the military. 

Buyers—The military, of course, is still the 
number one purchaser of jet fuel. In the com- 
mercial area, only Pan American, American, 
TWA and National (under lease from Pan Am) 
have pure jets in use. All are Boeing 707s. But 
many other lines are using turboprops, which 
burn the same kerosine-type fuel as jetliners. And 
eight other airlines have jets on order (see op- 
posite page). 

Suppliers—Nearly all major oil companies now 
supply jet fuel to commercial customers. The big 


*By Tidewater Oil Co. economist John Lee, for NPN’s special 
Golden Anniversary demand forecasts (Feb., p116). 
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three are Shell, Esso and Texaco. A few years 
ago, when Capital Airlines’ Viscount turboprop 
was the only plane in domestic service using jet 
fuel, Shell was the lone supplier. Since then the 
market has opened up. Sun still does not sell jet 
fuel to airlines, but Atlantic and Pure recently 
started. 

The military buys from virtually all suppliers, 
big and small. Independents are assured a portion 
under a small business set-aside program. Re- 
cently this has amounted to 12%-14% of total 
purchases. 

Contracts—The government buys on public bid, 
the airlines on closed bid, negotiation, renegotia- 
tion and what have you. Competition is fierce. 
Commercial contracts tend to be written over long 
terms. American Airlines’ recent agreement for 
4-billion gal. of jet fuel was set up over a 10-year 
period. The gallonage was split geographically 
among nine major oil companies, with Esso getting 
the biggest share. 

Price—In recent awards, the military has paid 
about 9.5¢ gal. for JP-4 delivered to government 
storage. What airlines are paying for jet fuel is 
anybody’s guess. Airlines and oil companies both 
are ultra-secretive about price. When you do see 
a quoted figure in some market, you can be sure 
it’s substantially discounted. 


What Are the Product Needs? 


The jet age has brought highly exacting prod- 
uct requirements: 

Range of Products— The first jet fuel was 
straight kerosine, and this is currently specified by 
all domestic airline users—both pure jet and 
turboprop. Quality ranges from good kerosine- 
stove product to extra fine. Virtually any supplier 
can make it; it’s only a question of who has the 
equipment and terminal facilities to set up a satis- 
factory and profitable supply arrangement. 

After the first successful use of kerosine in jets, 
blended fuels were developed. JP-1, a kerosine- 
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type fuel, and JP-3, a kerosine-gasoline blend, 
did not prove adaptable to large-scale use. JP-4, 
65% gasoline and 35% kerosine, is now used 
extensively by the military. JP-5, another kerosine- 
type fuel, has a high flash point and is intended 
for use on aircraft carriers because it can be easily 
stored. It is sometimes mixed with avgas to make 
JP-4. 

Commercial lines chose kerosine for two pri- 
mary reasons: (1) they consider it safer, because 
of lower volatility; (2) kerosine-type fuels are not 
now subject to federal taxes, though they may 
yet be. 

Costs—Jet fuel costs about one-third less than 
gasoline, according to Ethyl Corp. approximatidns. 
This varies, naturally, and exact figures are kept 
secret for competitive reasons. 


Manufacturing Problems—Adequate supply of 
kerosine could prove a challenge to refiners, since 
the trend is toward lower yields of kerosine to 
provide more gasoline and middle distillates. Cur- 
rent kerosine yield is about 4% of crude runs to 
stills; over-all aviation demand makes up about 
5%. To assure adequate jet fuel supply in the 
1960’s, refiners will have to develop new processes 
to make larger volumes of kerosine, or airlines 
will have to turn to JP-4 (or pay higher kerosine 
prices). 

Handling Problems — Because of kerosine’s 
higher flash point, it poses only routine handling 
problems. 

JP-4 should be stored in floating roof tanks, 
which eliminate the flammable vapor-air hazard 
above the oil surface (except when the liquid level 
is so low that the floating roof rests on its vertical 
supports). Vapor spaces of underground tanks 
used for storing JP-4 should not be interconnected, 
because of the flammability of the vapors. 

When JP-4 is loaded into tankers and barges, 
some companies inert the tanks with carbon di- 
oxide to eliminate oxygen at the fuel surface. 
However, the Air Force bans the use of carbon 
dioxide blanketing, on the premise that the high 
solubility of carbon dioxide in JP-4 may cause 
fuel system malfunctions. 

Jet planes require a water-free fuel. Satisfactory 
separation has been achieved by new filters, both 
on fueling vehicles and at storage tanks; by allow- 
ing longer settling time in storage; and by using 
floating suction assemblies that draw only from 
the top of the fuel in storage. 

Outlook—Duration of present jet standards is 
anybody’s guess. Permanence of jet fueling has 
already been challenged by developments like 
North American Aviation’s X-15 manned rocket, 
with an official speed over 3,600 mph and altitude 
of over 100 miles. The X-15’s engines will burn 
liquid oxygen and liquid ammonia, at a rate 20 
times faster than a conventional jet. Acceptance of 
such craft would open the door to an entirely new 
flying era. 

Next page: How jets challenge fueling equipment 











Jet Age: The Fueling Challenge 


@ New outsize tank trucks are warming up for jet refueling trials. More 
are on the way — with new shapes, sizes, and accessory equipment. 


© But jumbo tankers could lose out to medium-capacity refuelers — or to 
hydrant systems. Here are the factors that will decide. 


ETS OFFER FAST TRAVEL, but at triple the fuel 

consumption. That means planes with big 
tanks—on the order of 14,000-23,000 gal., and 
before long even larger. The problem is to get the 
fuel aboard quickly. 

The airlines, which lease airport refuelers from 
oil companies, are asking for bigger vehicles with 
faster pumping systems than anything ever used 
in avgas service. Designers are working overtime 
to come up with them. 

But some feel tank trucks have reached their 
practical size limit—that hydrant systems are the 
fueling method of the future. 


What About Hydrant Systems? 


Hydrants, supplied by fixed pipelines from bulk 
storage, are already in use at more than half a 
dozen large airports. For dispensing jet fuel, hy- 
drant systems will probably use small towed or self- 
propelled carts carrying no tanks or pumps—only 
filters, loading and suction hoses, hose reels and 
controls. Such carts have already been built with 
high-capacity loading rates; more are under way. 


Airports using hydrant systems include Pitts- 
burgh, St. Louis, Washington, Dallas, Ft. Worth, 
San Francisco and Los Angeles. The new Miami 
field has just installed hydrants; the question is 
still being debated at O’Hare Field, Chicago, and 
Oklahoma City. 

Naturally, oil marketers aren’t eager to see the 
fueling function become part of the fixed airport 
installation, owned and perhaps eventually con- 
trolled by the city. That could be a step toward 
putting cities in the fuel business as common sup- 


pliers to all airlines. (This has already happened 
in the cases of the Port of New York Authority 
and the city of El Paso, Tex.) 


The prospect of city control is stepping up the 
quest for bigger trucks. If they can keep the hy- 
drant spectre away, oil companies will do their 
best to see that the airlines get what they want. 


How Truck Designs Are Changing 


To meet the airlines’ requirements, tank trucks 
are undergoing extensive redesign in many areas: 

Safety—The high cost of jet engines has made 
airlines jittery about the hazard of fire or the pos- 
sibility of tank truck-plane collisions. Some recent 
vehicle specifications call for safety controls to lock 
the vehicle in place while loading. Safety consid- 
erations have even led to one entirely new design— 
a split-cab-and-hose-platform vehicle. 

Size—So far, top capacity for U.S. aircraft re- 
fuelers is 8,000 gal., although Standard of Ohio 
has tentative plans for two 9,500-gal. units. 

Only three 8,000-gal. tankers on special straight 
chassis have been placed in service. Shell built all 
three and has more in the works. 

This is a trial era. When only avgas was in 
demand, there was a steady drift to larger refuelers 
up to a maximum of 5,100 gal. That was con- 
sidered the greatest load that could be placed on 
existing truck tires and chassis. Today several oil 
companies are buying experimental models in 
6,500- and 7,500-gal. capacities. One engineer has 
even designed a 15,000-gal. tractor-trailer com- 
bination, but no airline has authorized one. 


The bigger trucks are costly—an early estimate 


HYDRANT SYSTEM at St. Louis airport uses 20 filter-separators. Hydrant carts for jet fueling (below, right) are being enlarged 





NEWEST IDEA in jet refuelers is this 8,000-gal., three-axle 
KW-Dart being built for Shell, Control areas are all up 
front 


for the 8,000-gal. jobs was “above $45,000.” 
Neither oil companies nor airlines are sure which 
design, size, or combination of equipment will hit 
the jackpot. All are going slow, buying only a few 
units at a time, and awaiting results. 

Structure—Shell’s pioneering venture into 8,000- 
gal. refuelers began with two units using Columbian 
tanks on a KW-Dart chassis with two front axles. 
Twin power steering units turn all front wheels at 
once. Side-mounted hose reels have 50-ft. hoses. 

Shell’s third 8,000-gal. unit is a two-axle White 
chassis with a Standard Steel tank. Since it’s the 
first known attempt to carry 8,000 gal. on only 
two axles with four tires, almost everything about 
it is specially designed. The heavy axles are rigidly 
joined to the frame without spring suspension of 
any kind. All springing action comes from the four 
18.00x25, 20-ply earthmover tires. The truck is 
steered by a double Ross power steering assembly. 

This unit is equipped with a side hose reel only. 

Still more radical changes will appear on the 
next Shell unit, now being built. This unit (pictured 
above) will be a rear-engine job with a half-cab 
and hose platform sharing the front end of the 
tank. The unit will have another Dart chassis 
and Columbian tank with a pair of steerable front 
axles. Engine and transmission will be mounted 
below a tank overhang at the rear. 

This design will put the truck operator into the 
most favorable spot. He can approach the plane 
moving forward instead of backing. With the hose 
platform at his side he can move into the loading 
position quickly and safely. 

The cab will have a transparent roof. Through 
a sliding door, the operator will have quick access 
to the platform, where a pair of loading hoses 
are located together with pump, safety and inter- 
lock controls. 

Maximum height of the tank will be 96 in., to 
meet specifications of United Airlines. United plans 
to have the operator pull away from the plane 
after fueling by driving to the rear under the 
wing. That will avoid all backing of the tank truck. 

The swing to giant fuelers is affecting all parts 
of the over-all fueling system: 

Pumps—aAn essential need is equipment that can 


IN SERVICE NOW at Atlanta airport are two 8,000-gal. 
KW-Darts. Columbian tanks are fitted with top decks for 
avgas service 


pump 600 gpm into a plane. Three of Shell’s 
8,000-gal. units have Blackmer 6-in. model TX6 
pumps. These are high-capacity rotary pumps, also 
used on a number of 5,000- and 6,000-gal. jet 
refuelers. 

Shell’s fourth 8,000-gal. truck will use one of 
the new Gorman-Rupp self-priming centrifugals 
brought out especially for high-volume plane re- 
fueling. It’s built with an integral gear drive op- 
erating directly from the vehicle propeller shaft 
by means of a split-shaft arrangement. The whole 
unit mounts between the frame members of the 
chassis. 

Filters—Like the pump, the filter on a big jet 
refueler must deliver 600 gpm. It must also be 
both a filter and a water separator. Several man- 
ufacturers (including Purolator, Bowser, Briggs and 
Warner-Lewis) make filters used on jet refuelers, 
but so far only the latter two make 600-gpm units. 

Meters—A Brodie B-80C truck meter (750 
gpm) is used on Shell’s and most other big-capacity 
jet tankers. Brodie’s B-60C (300 gpm) has been 
widely used on smaller avgas refuelers. Smith SR- 
50 meters are going on Richfield’s 5,600-gal., 
600-gpm refuelers for service at Los Angeles. 
Granberg has just come out with a new “K” series 
refueler meter in sizes up to 6-in. with 1,000-gpm 
capacity. 

Hose Reels and Nozzles—In: situations where 
trucks can’t pull close enough to planes to couple 
on with a short hose, Hannay, Philadelphia or 
Ardmore hose reels have been installed. Reels and 
hose need be only 2%-in., since all planes are 
fitted with standard 2'2-in. intake ports. 

Underwing fueling is the rule for all new jet 
planes. With tight connections and pumping pres- 
sures up to the maximum allowed by airlines 
(usually 35-50 psi), it’s possible to put 300 gpm 
through a single 24%-in. nozzle. Most plane de- 
signs have a pair of tank inlets located close to- 
gether, so two tanks can be filled simultaneously 
for an over-all loading speed of 600 gpm from a 
single truck. A plane with four tanks—two in 
each wing—can be loaded from two trucks at 
once, through four hoses, for a combined flow of 
1,200-gpm. 
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STAINLESS STEEL gets trial on this 5,000-gal. refueler being 
tested by Texaco. Columbian tank is on White chassis 


(Begins on page 145) 

Most new big-capacity refuelers are equipped 
with Buckeye’s 2'2-in. underwing nozzle. Other 
makers are Milwaukee, Carter and a recent con- 
tender, Parker. 

Controls—A flow and pressure control for un- 
derwing refueling, made by Harwood, is in general 
use. It’s a fail-safe (more often regrettably called 
“dead-man”) control. Product flows only while 
pressure is applied by the operator at the control 
end of a small air hose. 

A number of new control units are available, 
or soon will be. One, the Brodie Series 500, will 
be on Shell’s fourth big tanker. And Blackmer now 
offers its TX6 pump with diaphragm valve control. 

Accessories—Wheaton swing joints are specified 
by some truck designers for coupling short loading 
hoses to the tanker piping at the rear platform. 
Chiksan and Quaker have supplied swing joints 
for tractor-trailers to couple trailer piping to a 
tractor-mounted hose reel. 

To maintain high flow rates, emergency valves 
are apt to be bigger than usual (up to 6-in. diam- 
eter) and offer minimum obstruction to pump 
suction. They’re linked to compartment vents so 
that both vent and valve open and close simul- 
taneously. Typical of these special refueler valves 
are Philadelphia’s, mechanically operated, and 
Bomar’s, hydraulic. 

Brake Control—To make doubly sure the re- 
fueler can’t move during loading, Esso Standard 
Oil has installed Hydreco interlocks on its new 
6,500-gal. tractor-trailers. Nozzle brackets for each 

















STANDARD of Cal fornia has ordered 17 of these 5,100-gal. 
units. Industrial Steel tank is mounted on two-axle chassis 


of the three hose nozzles are fitted with an air 
valve that sets the parking brake whenever any 
one nozzle is lifted off its bracket. Brakes remain 
set until all three nozzles are back in place. 

Power Take-off—A lot of study is going into 
power take-offs. Up to now, Chelsea heavy-duty 
units—along with Spicer and Allison—have been 
used. The new Gorman-Rupp pump has its own 
built-in drive. 

Whatever drive is used, it must cope with heavy 
loads imposed by pumps considerably larger than 
any previously used in oil delivery. Some oil men 
believe these loads are the greatest that can be 
handled by present drives. They look for new 
developments in ways to transmit power from en- 
gine to pump. 


Other New Directions in Fueling 


Not all new jet refuelers are jumbo-sized. Re- 
cently built for jet service are a number of White 
3026-OH (for off-highway) cab-over-engine chas- 
sis to carry 5,100 gal. Standard of California is 
buying 17. These units load both avjet and water- 
methanol (used by jets for take-off assist), which 
would otherwise have to be loaded from a separate 
dispensing unit. This gets rid of one extra vehicle 
in the congested loading area. 

So far there hasn’t been time to tell whether 
the relatively small, more easily handled 5,100-gal. 
COE job is preferable to a tractor-trailer in any 
size, or to bigger 6,500-, 7,500- or 8,000-gal. 
jobs. Truck-vs.-hydrant claims can’t be judged yet, 
either. As with tank trucks, airlines are calling 
for larger hydrant cart capacity. Primarily, that 
means equipping carts with components large and 
heavy enough to deliver 600 gpm into a plane. 

Other new directions in truck development: 

e@ The Texas Co. has put a fleet of six stainless 
steel 5,000-gal. tank trucks into service. Texas 
wants to know whether the bill for stainless tanks 
will be offset by eliminating future expense (plus 
downtime) involved in cleaning out accumulated 
corrosion and coating the tank interior. 

e Esso Standard is building 6,500- and 7,500- 
gal. avjet refuelers that will stand no more than 
91 in. high. Tanks will be mounted on a White 
chassis with two steerable front axles, but the 
wheels will be fitted with 18.00x25 earthmover 
tires. 

e Esso, in the meantime, also has in service 
four 6,500-gal. tractor-trailers with some unusual 
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HYDRAULIC motor on tractor drives two 
pumps and hose reels on 6,500-gal unit. 


equipment. They’re Columbian single-axle trailers 
drawn by White tractors with an Ardmore hy- 
draulic drive to transmit power from the tractor to 
Blackmer 4-in. and 2-in. pumps on opposite sides 
of the trailer. 

e Esso’s also ordering four 5,000-gal. Macks 
for jet fueling. They’re two-axle jobs on 12.00x24 
tires with five-speed transmissions. 

e Shell plans to buy a few more experimental 
refuelers in 6,500- and 7,500-gal. capacities. Ac- 
cessory equipment probably will be similar to 
components now in use or planned for other big- 
capacity tankers. 

e Union Oil of California has ordered two 
specially designed two-axle White trucks with tanks 
supplied by Industrial Steel Co., Berkeley. They'll 
have Gorman-Rupp 4-in. centrifugal pumps (300 
gpm); Brodie 3-in. B60C meters; Warner-Lewis 
filter-separators, and Ace reels with 65 ft. of 2/2- 
in. hose. 

e@ Standard of California, in addition to its 
fleet of 5,100-gal. Whites, has ordered four 7,500- 


gal. refuelers with two steerable front axles. They'll 
be used at airports in the 50th state, Hawaii. 


e Arkansas Fuel Oil is getting a new fleet of 
hydrant carts from Garsite Products Co., Seaford, 
N.Y. They'll be used at Miami Airport. 

e@ The Port of New York Authority has bids 
out for expanding its fleet of Idlewild refuelers. 
The original fleet of 22 6,000-gal. tractor-trailers 
will be increased by about 50%. 


What's the Outlook? 

Despite large chunks of capital going into out- 
size refuelers, there’s no certainty the airlines won’t 
wind up with medium-capacity trucks. In fact, 
there’s a strong body of opinion in that direction 
already. A 5,000-gal. truck with pumping rates at 
about 400 gpm will provide all the loading speed 
jets need, runs the argument. The jumbo units 
cost too much and will always be a maintenance 
headache because they’re special. Besides, say 
critics, the extremely high pressures built up in 
pushing 600 gpm through a chain of measuring 
and controlling units into a tank with only a 24- 
in. intake is inherently hazardous to plane and 
pumping components. 

Whoever wins the argument, everyone in the 
tank, truck and pump businesses is presently work- 
ing overtime in the design department. You can 
look for a constant stream of improved equip- 
ment. * 





® New Gorman-Rupp truck pump (‘O’ Series) is a 600-gpm self- 
priming centrifugal with integral power take-off. Unit comprises a split 
shaft arranged selectively to drive either vehicle or pump. It’s designed 
for mounting between truck frame cross members at propeller shaft 


height. 


For more equipment, turn the page > 





151 
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NEW EQUIPMENT FOR THE JET AGE (begins on page 151) 





® Granberg’s new truck 
meter line, known as the 
“K” series, includes models 
up to 6-in. with 1,000 gpm 
capacity, designed especially 
for the higher speeds re- 
quired in jet aircraft re- 
fueling. Pulsation is non- 
existent because inlet and 
outlet ports do not close 
simultaneously. 


®> Most manufacturers of conventional oil marketing 
equipment make hose designed for aircraft refueling service. 
The twin reels shown here are equipped with Goodall’s 
2%-in. aviation fueling hose, Style N-1192. 





> Bowser, Inc., primarily a manufacturer of filter-separators 
for jet fuel, has teamed up with Goodyear to produce a 
600-gpm. avjet hydrant cart. First units. are specially 
designed for mobile military service. 


® Parker Aircraft Co., Los Angeles, has designed a new 
underwing nozzle as part of a line of airport hydrant equip- 
ment. Other accessories include a 4-in fuel control valve 
with integral hydrant adapter; 4-in. pressure control valve; 
hydrant couplers, adapters and related fittings. 


» Oil Marketing Equipment Co., San Francisco, has built a 
large number of 200-gpm avgas hydrant carts together with 
filters, hose reels and related accessories. Omeco has also 
designed a new 600-gpm avjet hydrant cart. 


® In addition to Buckeye’s 
widely used underwing noz- 
zle for coupling the hose to 
plane, Buckeye has devel- 
oped a line of related acces- 
sories. Among them is the 
No. 4096 hydrant adapter. 
Installed on the hydrant pit 
supply line, it mates with 
the hydrant cart suction 
hose valve. 





® Jet fuel marketers have 
become familiar with the 
regulation and control ap- 
paratus made by the Har- 
wood Manufacturing Co., 
of S. Pasadena, Calif. It 
consists of an air-operated 
pressure control valve linked 
to a pressure-sensing ven- 
turi tube. It automatically 
regulates pumping pressure 
during plane fueling and 
provides remote start-and- 
stop control of the “dead- 
man“ type (See page 150) 


> Blackmer’s line of truck pumps, largest of which is the 
600-gpm TX6, is now available with an alternate valve. This 
is a built-in diaphragm valve that provides very sensitive 
control of the delivery pressure. A pump so equipped is 
called Model TX6-DV. 
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® Ardmore’s hydraulic drive for truck pumps and reels is 
now available in a heavy-duty version, capable of driving 
the largest pumps used on jet refuelers. Above is one of a 
pair of Ardmore drive units coupled to a Blackmer truck 
pump. a pump on the other side of the tank drives an- 
other pump. Both are linked by hoses to a hydraulic motor 
on the tractor. 
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® Two Gorman-Rupp ac- 
cessories include a new 
fueling-defueling valve 
(left) and a new eductor. 
The FDF valve — switches 
from 6-in. full flow fueling 
to defueling with a one- 

» eighth turn. The Model 160 

. eductor is small, compact 
‘unit with a defueling ca- 
pacity exceeding 160 gpm 
and 15-in vacuum. 


4 


® Betts Machine’s 6-in air- 
operated emergency valve 
for refueler trucks tanks is 
designed for high flo rates. 
Fabricated construction is 
said to offer 40% saving in 
weight. Stainless steel seat 
and cage resist corrosion. 
The aluminum bonnet is 
quickly detachable from 
outside the tank. 





& Special needs of jet refuelers are recognized in fittings, 
too. Typical examples are the 2!4-in. and 6-in belled bends 
just added to the Allegheny Coupling line. They offer mini- 
mum impedance to full product flow and are available in 
90, 60, 45, 30 and 15 deg. angles. Belled ends permit faster 
fit-up and welding and reduce cost of installation. 


» Philadelphia Valve has a 
pair of new balanced emer- 
gency valves especially for 
aircraft refueler truck tanks. 
Both are designed for posi- 
tive vent operation, one with 
bottom and one with top 
control. < 





April, 1959 + NATIONAL PETROLEUM NEWS 





Bulk Plants and Terminals 


GAS-FIRED INFRA-RED lamps are used at Conoco’s new Denver bulk plant to melt a tank car of wax in seven hours 


Here's Conocos New Denver 


ar 
PUMP FACILITIES move molten wax to steam-heated storage tanks and then back to tank trucks for delivery 
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LOADING RACK has pre-set pumps, handles kero- 
sine, diesel fuel and two grades of gasoline 
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REMOTE CONTROLS regulate filling of lube oil cans fF | 
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Bulk Plant 
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FRONT of plant houses office, lunchroom, lockers 


This $500,000 installation—a combination of terminal, bulk plant 
and office building—has many streamlined features, including a 
novel gas-fired infra-red system for melting tank cars of wax 


"Os OF THE FIRST oil products terminals in the 
U. S. to utilize a gas-fired, infra-red heating 
system to unload wax from tank cars is now on 
stream for Continental Oil Co. in Denver. 


The new combination terminal-bulk plant-office 
building (cost: $500,000) was erected to consolidate 
Continental’s Denver operations under one roof 
and replace an outdated 65-year-old bulk plant. 
Here are some other features: 

e Remote products pumps with automatic shut- 
off valves to guard against storage tank overflow. 

e Individual pumps on individual products, 
manifolded to move products either to storage or 
loading racks. 

e Loading and unloading facilities that can 
simultaneously handle different products and roll- 
ing equipment. 

e A clear-span steel warehouse with 24,000 sq. 
ft. of floor space. 

Continental has a good wax market among dairy 
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farmers and manufacturers in the Denver area, 
enough to justify four tanks with a combined 
capacity of 40,000 gal. of liquid wax. Keeping 
wax in liquid form, however, presents a problem 
in loading, unloading and storing. 


How the Infra-Red System Works - 


Most terminals use steam-heat systems. They 
vary in size and efficiency, but most require con- 
siderable time and equipment to heat wax-loaded 
tank cars enough to liquefy the wax for unloading. 

In conventional unloading operations, steam is 
piped through coils put into the wax inside the 
cars. The melting point of wax is about 127 degrees, 
but the temperature of the wax around the coils 
has to be pushed higher than that to reach all parts 
of the car. 

This in itself creates a problem, since wax is 
often damaged if heated above 200 degrees. 


To get a wax unloading heating system that 





Bulk Plants and Terminals 





INSIDE 24,000-sq.-ft. warehouse, fork-lift trucks handle barrels quickly, stack pallets holding greases four high 


(Begins on page 154) 

would be faster, more efficient and more econom- 
ical, Continental decided to try infra-red. It expects 
infra-red to melt wax in a car evenly within about 
seven hours. The best you can usually expect 
from a conventional system is 18-20 hours, says 
Conoco. 

The system costs less than $5,000, while a steam 
outfit would cost $10,000 at least, depending on 
local water supply and other factors. 

Under the new system, tank cars loaded with 
dairy wax are moved into a room lined with bat- 
teries of infra-red lamps (see picture). The infra- 
red rays penetrate immediately to the center of 
the wax. Inside temperatures range close to 200 
degrees throughout. 

Continental bought the infra-red system (model 
PJB-524-ALN) from Texas Infra-Red Radiant Co., 
Inc., Houston. 


The molten wax is then pumped through insu- 
lated pipelines to insulated tanks. Hot water heat- 
ing coils keep the wax in liquid form while in 
storage. Delivery tank trucks are also insulated, 
to keep the wax in liquid form for delivery to 
dairies. 

The wax comes in by tank car from Continental’s 
Ponca City, Okla., refinery. 


Other Terminal Features 


Continental’s new terminal is located some 600- 
700 ft. from its 11,000-b/d refinery outside Denver. 
Gasoline and other light oils are supplied by pipe- 
line. The terminal has 19 storage tanks with total 
capacity of over a half million gal. of petroleum 
products. 

The 120x200-ft. warehouse is made of corru- 
gated galvanized iron. Conoco says there are only 
12 others like it in the country. The office part of 
the building is constructed of red, white and black 


brick. It contains — besides offices — lunchroom, 
locker and storage space. 


The new operation replaces an old downtown | 
bulk plant. The former plant was difficult to oper- 
ate because it was old and because downtown 
traffic was heavy. Conoco’s Denver personnel had 
been scattered around in other buildings. 


Since Denver restricts local gasoline delivering 
to tank trucks, the terminal’s loading speed (200 
gpm) isn’t fast. Its two loading racks, however, 
can accommodate several trucks simultaneously, 
and can load one or more products at the same 
time. 


Its two unloading facilities can also unload both 
tank cars and transports simultaneously, handling 
more than one product if need be. These unloading 
spots resemble station pump islands; products are 
dropped to underground lines that lead to the 
storage tank area. 


Another feature of the terminal is the use of 
new Tokheim hydraulic shut-off valves to guard 
against accidental tank overflow when the remote 
pumps are putting products in storage from the 
refinery. 

The remote pumps are pre-set to put certain 
amounts in the tanks. If an error is made, these 
shut-off valves automatically cut off the pumps 
before overflow occurs. 


All storage tanks are equipped with temper- 
ature gages that can be read from the ground 
and with visual gages that show product level 
in each tank. 


Lubricating oil facilities include pumps for mov- 
ing lubes to storage and loading racks, or to drum 
and can filling operations in the warehouse, sep- 
arately or simultaneously. 


Loading racks are equipped with set-stop meters. 
Pre-set meter ticket printers are used in the gas- 
oline loading facilities. a 
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"MODEL 03A-B 


to pump way up here ae 


from way down there 


MODELO04A-B 
For tank trucks and aircraft fueling. 


GORMAN-RUPP 


In six full years in the field, ‘‘“O’’ Series Pumps proved themselves 
superior to all previous designs. 


MODEL O02F3 
The new P.T.O. Pump for quick, ef- 
ficient, home deliveries of fuel oil, 


These pumps have straight-in suction, no check valve, increased prim- 
ing lift, and only one moving part —the impeller. Entrance restrictions 
are eliminated, pumping efficiency increased and a higher degree of 
safety achieved . . . for, without check valves, the danger from high- 
pressure and heat expansion is avoided. 


Today, Gorman-Rupp “O” Series Petroleum Handling Pumps are 
everywhere fuel is handled. They are standard on thousands of tank 
trucks, in bulk plants, on fuel barges. 


Ask your Gorman-Rupp Distributor about the exclusive features of 
the ‘‘O”’ Series Pumps. , 


THE GORMAN-RUPP COMPANY 


305 Bowman Street Mansfield, Ohio 
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PROVED BEST! 


No other manufacturer of tire service equip- 
ment can make these claims! Yes, through- 
out America tire dealers are proving Coats 
best by using more Coats Tire Changers than 
any other brand of tire service equipment. 


The reasons are simple: 


1 hoon FIRST IN VALUE. When you buy Coats 

you buy quality engineering and quality mate- 
rials. There’s no room for “blue-sky pricing” in 
Coats equipment. 


&} COATS FIRST IN EXPERIENCE. In building more 
tire changers than any other manufacturer, 
Coats has learned tire-changing problems best. 


&) cours FIRST IN PERFORMANCE. Both manual 
and air-operated models are designed for simple, 
trouble-free operation. Coats equipment works! 


Modern tire-changing equipment in your shop 
means the difference between a profitable serv- 
ice operation and one that is just a headache 
. . $0 why lay out good money for equipment 
that won‘t do the job? See for yourself why 
Coats is first choice from coast to coast. 


MODERN, life-time con- 
struction for trouble- 
free service. 


SUPER LEVERAGE... 
through Coats’ engineer- 
ed cam action. 


EFFORTLESS ROLLER AC- 
TION for Complete Tire 
Safety. 


COATS 
TIREMAN 
| 


3-Star Model 


Coats Tireman Models 
Available from $129.50 


Twin-Air Model | 
| 





SPECIALLY 
ENGINEERED 
FOR 14” 
WHEELS 


SPIN-DOWN hold-down 
device for quick, posi- 
tive locking. 


TROUBLE-FREE AIR CYLINDER 
for hands-off bead-loosening 
(both upper and lower beads). 


BONUS EXTRA—Coats famous 
combination put-on and take- 
off tool at no extra cost. 


Easily Adapted to Handle Foreign Car Whee!s. 





(To obtain more data on advertised products see page 170) 


GENERAL OFFICE: 12 Depot Square, Englewood, N. J. 
WESTERN OFFICE: 3453 Cahuenga Blvd., Los Angeles 28 
MIDWEST OFFICE: 56 West Maple Street, Chicago, Ill. 
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For leak-proof, trouble-free storage tanks... 


SEAL WITH THIOKOL POLYSULFIDE 





RUBBER SEALANTS 


Solted tank construction — steel or aluminum — 
sealed with THIOKOL polysulfide type sealants is 
providing the happy solution to more and more 
storage tank problems in the petroleum field. 


These superior sealants come in liquid form, apply 
easily and cure rapidly to a tough adhesive rubber. 
They stand guard against leakage of oil and its 
by-products ... stand up to gasoline, moisture, 
temperature extremes and other deleterious ele- 
ments. They do not contaminate stored fuels. 


One application of THIOKOL polysulfide type seal- 
ants to bolts, seams, and joints produces a positive, 
durable seal that can last as long as the tank itself. 


~~ tAacokol ® 


CHEMICAL CORPORATION 


780 NORTH CLINTON AVENUE * TRENTON 7, NEW JERSEY 
in Canada: Naugatuck Chemicals Division, Dominion Rubber Co., Elmira, Ontario 


®Registered trademark of the Thiokol Chemical Corporation for its liquid 
polymers, rocket propellants, plasticizers and other chemical products. 
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It prevents rust and corrosion at critical joint 
areas, too——and in the case of portable installa- 
tions, makes tank dismantling and re-assembling 
far easier. Overall maintenance costs come down 
... time and labor savings move up. 


Because THIOKOL polysulfide rubber shows out- 
standing resistance to most aliphatic and aromatic 
solvents, and is relatively unaffected by aging, 
weathering, sunlight and ozone, it is meeting many 
critical needs in the petroleum industry. For the 
full story of how THIOKOL polysulfide rubber serves 
you better, mail the coupon. 


FOR MORE INFORMATION, mail coupon to Dept. 82, Thiokol 
Chemical Corporation, 780 North Clinton Ave., Trenton 7, 
New Jersey. 


Gentlemen: Please send me further details about 
THIOKOL polysulfide rubber sealants in the petroleum 
industry. 


PD iiineninstictitanintiintininciineatecnaisiin 
ee ee 
City 


Your Name 
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Two Rules for Building 


Deol | 


q AS OLINes 


OFFER BUDGET TERMS TO ALL. You'll be surprised how many 
people want to buy that way 


Here's how a Standard dealer in St. Louis 
solved the problem of getting station employes 
to sell TBA and know what they're doing 


HERE’S A DEALER with a whole 
crew of self-trained salesmen. His 
men have mastered the fine points of 
tire prices, budget deals, trade-in al- 
lowances, and battery guarantees right 
along with routine product and in- 
Stallation facts. All this with only a 
minimum of coaching. 

Their TBA sales top $100,000 a 
year, $40,000 of it on the budget plan. 
Teaching station employes how to sell 
and especially how to handle budget 
sales has long been a headache in oil 
marketing circles. To Denzel Watkins, 
Standard of Indiana dealer in St. 
Louis, it’s no problem. 


Easy Terms: A Standby 


No diagram was needed to persuade 
the Watkins crew that easy terms 


160 


make easy sales. They listened to sta- 
tistics on how many people buy on the 
budget plan; they heard why it isn’t 
always the man who’s broke who 
doesn’t want to pay cash; they saw a 
chance to make sales they might 
otherwise miss; so they put the budget 
plan to work. 

It’s the rule at the Watkins station 
to be sure every prospect knows he 
can buy on time. It doesn’t matter 
how prosperous the motorist looks, 
or whether he’s driving the latest 
model of a high-priced car. “You don’t 
have to pay now,” they tell him. For 
those that can and will pay cash, 
there’s no harm done. 


By FRANK C. STURTEVANT 
TBA Editor 


Sure, each man had to learn how to 
fill out a budget contract. And he has 
to clear credit by means of a phone 
call to the credit bureau on every 
budget sale he makes. It has to be 
done right or he’s in trouble. But the 
budget plan helps to close a lot more 
TBA sales, primarily tire sales that 
run into big money. 

That’s what they like! Big sales 
earn extra money at the Watkins sta- 
tion. 


Quotas for All 


Those extra dollars go to every man 
who makes his quota. Each man has 
two quotas set for him every month. 
One is for merchandise and the other 
is for motor oil. In addition the crew 
as a group has a joint gasoline and 
labor sales quota. 

If a man makes his merchandise 
quota for the month, he gets a 5% 
across-the-board commission on all 
his merchandise sales. He gets the same 
for motor oil. If the station makes its 
gallonage and labor sales quota, Wat- 
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a Bigger TBA Business 


Here’s - Incentive Plan That Works 








—— 


-—— QUOTAS 
December 1958 


SALES 
November 1958 


Total 
Sales 


Commission 
Paid 


$125.19 
81.40 
64.80 
63.65 
57.90 
48.03 
39.14 
38.96 
29.12 
22.64 
10.14 


Motor Motor 
Oil Merchandise oil 


$300 $2152.03 $351.85 
255 1348.17 279.75 
Norman 500 200 1085.63 210.50 
Bud 500 215 1011.78 261.05 
Jess 190 914.90 243.15 
Owen 160 760.17 200.45 
Campbell 617.24 165.60 
Bridges 80 503.19 276.15 
Turner 482.53 100.05 
308.18 144.70 452.88 
53.60 202.79 


Merchandise 
Ed $900 
Les 700 


$2503.88 
1627.92 
1296.13 
1272.83 
1158.05 
960.62 
782.84 
779.34 
582.58 
Payne 


TOTAL $580.97 


GIVE YOUR MEN A BONUS. Watch how budget selling loses its 
mysteries when there’s extra money in it 


kins takes the whole crew to a dinner 
or on a picnic, or provides a similar 
treat. The commissions are paid in 
addition to regular wages at the going 
rates for service station work in the 
area. 

The quotas are low enough so 
they’re within reach if a man works 
at it. Watkins sets a different figure 
for each man, taking into account his 
opportunities to make sales. That 
wasn’t simple in the beginning, but 
now he can judge from past per- 
formance. 

Altogether Watkins pays out around 
$6,000 a year in bonus checks. In a 
typical month the top man drew $125 
extra and the low man, a newcomer, 
got $10. At the start a new man 
doesn’t have to meet a quota. He’s 
paid a straight 5% until he gets the 
swing of it. 


Incentive for Self-Training 


The will to learn seems to make all 
the difference in how well men soak 
up coaching, instruction, sales aids, 


and all the rest of the varied effort 
put forth by the oil marketing industry 
under the head of sales training. When 
Watkins hires a new man, which isn’t 
often, he needs no elaborate training 
program. The bonus checks — even 
those first small ones—work wonders. 

“After they go to one or two of our 
monthly meetings,” says Watkins, 
“have a check handed to them and 
see the big checks drawn regularly by 
the other men, they have the desire to 
sell, and it’s surprising how fast they 
learn.” 

They don’t have to be urged to 
look for TBA needs. They watch for 
cars with worn tires, for example, 
and make frequent use of an opening 
approach: “Had any tire trouble 
lately?” That’s one of the sales open- 
ers recommended by Standard of 
Indiana. 

Each man carries in his pocket a 
supply of printed business cards bear- 
ing his own name. When he quotes 
a price to a car owner who doesn’t 
buy on the spot, he writes the price 
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on the back of one of his cards and 
gives it to the customer. If the cus- 
tomer buys later and hands in the 
card, credit for the sale goes to the 
man who started the deal. 

The men are so anxious to make 
sales, though, that they get on the 
phone to follow up any likely pros- 
pects they’ve quoted a price to. They'll 
even make personal calls on prospects 
after working hours. 

Turnover is no problem for Wat- 
kins. Although bickering crops up 
from time to time, the men work 
remarkably well as a team. Of the 
dozen men on the staff, all but one 
new man have been around awhile— 
the shortest three years and the long- 
est 11 years. 


How the Plan Works 


Watkins’ men learn prices and 
trade-ins largely by trial and error. 
“I expect a new man to make mis- 
takes,” says Watkins, “and even an 
older man can pull a boner now and 
then. Not so long ago one of our best 
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(Begins on page 160) 

men gave a $40 allowance on four old 
tires but failed to inspect them care- 
fully. It turned out they were all 
blemished with interior cracks.” 

Watkins put a special tag on those 
tires with the name of the man who 
took them in, who then became re- 
sponsible for finding a buyer. In this 
case the man eventually sold them for 
a $5 loss. “But in the process of try- 
ing to sell them he closed several 
other tire deals,” observes Watkins, 
“so why criticize him?” 

As with any sales crew, disputes 
can’t be dodged entirely. It’s not al- 
ways easy to find a solution when two 
men claim the same sale. Although 
Watkins offers to referee, he urges his 
men to divide the credit for a sale 
if they can’t come to any other agree- 
ment. 

Besides settling their own argu- 
ments, the men keep their own books 
under a plan devised jointly by Wat- 
kins and Carl Olson of Indiana Stand- 
ard. Watkins provides a National cash 
register that issues a printed ticket for 
each sale. When a man rings up a 
sale he writes his name on the ticket 
and drops it in a small box standing 
beside the register. 


New Synthetic Rubber for 


It's said to handle heat 
like tree-grown rubber 


POLYISOPRENE RUBBER is the 
newest thing in tire rubber. It’s being 
made by Shell Chemical Corp., and 
for the present the available output 
is being taken by United States Rub- 
ber Co. for the production of a new 
line of truck tires in its Los Angeles 
plant. 

At the start, U.S. will make its new 
truck tire only in the 7.50-20 size, 
but says it plans eventually to offer 
additional truck tire sizes as well as 
off-the-road tires, aircraft tires and 
white sidewall passenger tires. Shell 
Chemical reports that it will make 
additions to its plant during 1959 that 
will increase capacity to 15,000 to 
20,000 tons annually on a steady 
basis. 

Polyisoprene is not new, but no 
one has undertaken commercial pro- 
duction before because of high cost. 
Shell Chemical explains that it has de- 
veloped a new chain of production 
processes that bring the price down 
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Watkins: “Surprising how fast they learn” 


Every night the man on the 12 
o’clock shift adds up the tickets for 
the whole crew and posts the month- 
to-date totals on a bulletin board in 
the station office. The figures are 
entered on a sheet that shows each 
man’s quota. That way each man 
knows at all times how much of his 
quota he’s sold and how far he has 
to go. 

The bulletin board tally sheet itself 
is a symbol of sales rivalry. Top name 
on the sheet is that of the high man 
the previous month, with the other 


to 30¢ lb. f.o.b. Torrance, Calif. At 
that figure it’s roughly in line with the 
top grades of tree-grown rubber. 

The outstanding virtue of Shell 
Isoprene, the name under which the 
new rubber will be sold, is that it’s 
a duplicate of the best grade of 
natural rubber. And because it’s pro- 
duced under a carefully controlled 
factory process it can be held to a 
higher level of uniformity and purity 
than the mixture from different trees 
and different plantations that makes 
up the natural product. 

Up to now natural rubber has held 
on to some segments of the market in 
spite of its high cost. Large truck 
tires, for one, have accounted for the 
largest consumption of natural rubber 
because it better resists the excessive 
heat generated by the weight of heavy 
loads. For passenger tires, which don’t 
get nearly so hot, the less costly GR-S 
synthetic rubber does very well. 

For the popular white sidewall pas- 
senger tires, though, tire makers still 
use a costly, high grade of natural 
rubber. For this purpose U. S. Rubber 
says it will adopt Shell Isoprene as 


names following in the order of their 
previous month’s sales record. The 
more a man sells the higher his name 
will be on the next list. 

The high man is also the first to get 
his check at once-a-month staff meet- 
ings, with the others following in the 
order of their current sales standing. 
As he hands out the checks, Watkins 
calls out the amount and the total sales 
it represents. Then he announces the 
quotas for the coming month. 

This is an opportunity for staff 
members to bring up problems. In 
settling them, Watkins bears down 
heavily on the fact that responsibility 
for the smooth working of the bonus 
plan rests entirely on the group as a 
whole. He takes the position that he’s 
willing to continue the plan so long as 
the staff keeps two objectives in mind: 

e Settle their disagreements with 
a minimum of argument. 

e Keep hustling for that gasoline 
quota. 

The station is doing better than a 
million gallons a year now and it’s 
no easy job to keep the volume up 
there. Watkins figures that as long as 
they keep the gasoline customers com- 
ing in they'll always have prospects 
for TBA. 


Heavy Duty 


soon as enough of it becomes avail- 
able. 

Broad claims are made for Shell 
Isoprene by John W. McGovern, 
president of U. S. Rubber, and Rich- 
ard C. McCurdy, president of Shell 
Chemical. In a joint statement they 
suggest that its availability will have a 
stabilizing effect on natural rubber 
prices, and “will free the United States 
completely from dependence on for- 
eign sources of natural rubber in times 
of emergency.” 

But at the same time they see an 
ultimate broadening of the market for 
tree-grown rubber. This will come 
about, they feel, if there’s less threat 
of wild price swings so that fabricators 
can plan for its use with confidence. @ 


NEXT MONTH 
A full report on the Oil 
Industry TBA Group's West 


Coast conference early in 


April 
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Here's the best way to tell customers, Brolong engine lif 


“It t Pays To Change Oil CHECK all Now) 
Every 1,000 Miles” Change it regularl 
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Display motor oil at the pump island where your — 
customers can see and buy. It’s a constant reminder OIL Aly OIL OIL 01 

to you and your customers that it pays to change oil 

every 1,000 miles. ete 





And to help you sell more motor oil... help you 310 
speed up service on the driveway, there’s a complete OIL OL 
line of SELo1L Cabinets . . . the correct model for every OIL 


service station need. ee 
Se ee 


a stainless steel guard shields 

on channels, stainless steel sliding door at drain chute, 
and removable display section at front to give easy 
access to waste can receptacle. 


i aeaiiititia ical the greatest amount of dis- 
play at the lowest cost possible ... built to give de- 


pendable service for years. 








DELUXE 

a “Ps motor oil on both sides and are Lowboy Model 56 
equipped to drain and store can cutters and empty Displays 56 quarts of motor oil. 
cans. Finish is two coats of high gloss enamel baked i B s < 2 
on Bonderized steel. Overnight locking covers and Base size 22" x 25". Height 56”. 
doors are controlled by a single lock. Write for full 


The ideal match for lowboy pumps. 
information today. ” 











ECONOMY ECONOMY DELUXE DELUXE DELUXE TBA 
MODEL EC-28 MODEL EC-42 MODEL 48 MODEL 72 MODEL 60 
Displays 56 cans. Base 22” Displays 84 cans. Base 30” Displays 48 cans. Base 22° Displays 72 cans. Base 22” Displays 60 cans. 4 shelves 
x 25". Height 54”. x 25". Height 54”. x 25". Height 48”. x 25". Height overall 66". at top. Base 2644" x 29". 
Height overall 71°. 


Modern Metal Products Company 
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These Genuine 
Schrader Products are 
Basic to Best Tire Service 


Provide complete tire air service: Replacement valves, caps and cores, rivets, patches—full repair 
on all tires that come in to you. It’s easier, faster, better when you use genuine Schrader Products. 
Be prepared to handle every job. Stock these basic Schrader Products—your supplier has them all! 


(And for your customer's safety, always make it a rule to change the valve when ting new tubeless tires!) 





VALVES! CAPS AND CORES! 


Your tires are now delivered valveless, so don’t A fresh Schrader Cap and Core with every 
get caught . . . keep plenty of genuine Schrader tire change is air-seal-insurance every 
valves on hand for every tire situation. customer appreciates. 


413R a 


ubeless # 4000V Core 
Tire #3640K2 Valve 


Valve 
SQ 
#54 Tubeless " 
Tire Valve 


#992 Valve Tool to make 
removal or insertion 
a snap. 


PLUS Extensions #880V Cap 
for wo pe | 

to any lengt' 

requirement. 


R E PAI 4 ! ; ail #892 Rivet Kit perfectly 


plugs punctures to 44’. 
Customers want the best, so why not make repairs 
easy and quick the Schrader way! 


Self-vulcanizing Cold Patches, 
available in many sizes, really 
seal tube or tubeless. 


New! ALL SERVICE REPAIR KIT! 
Makes it easy and profitable to fix any tire for 
any vehicle .. . the modern self-vulcanizing way. 
Will produce $140 worth of repair business for you! 
Contains: skiving knife, stitcher, inserting tool, 
This new #5072 complete “FIX buffing brush, cleaning solution, vulcanizing stock, 
FLATS” Repair Kit is Dealer priced instruction poster, self-vulcanizing fluid, 
complete at only $15.95 each, U.S.A patches of all types and sizes. 





A. SCHRADER’S SON * BROOKLYN 38, N. Y. Division of Scovill Manufacturing Co., Inc. 
FIRST NAME IN TIRE VALVES 


FOR ORIGINAL EQUIPMENT AND REPLACEMENT 





edivisionof SCOVILL 
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Now you see it... 
Now you dont! 


Some tire lines look like excellent profit makers! 
Made by famous companies, heavily advertised, 
they seem to be naturals to make money. 

But, at year-end, those ‘‘excellent’’ profits 
seem to disappear. Competition from the manu- 
facturer’s outlets, or too many sharing the dis- 
count, or not enough discount to start with. 

If this is your experience, take a good look at 
the Mohawk line. 

With Mohawk you can double your gross. 
You'll have a line of quality tires, competitive at 
all levels, get solid support all along the line. 

But of prime importance, you'll be a part of the 
fastest growing tire company in the industry, an 


organization on the move, that already has 
demonstrated it has the vigor, vitality and 
aggressiveness to maintain and strengthen the 
leadership it has shown. 

Why not get the details in complete confidence? 
Write or wire Tom Johnson at Akron today. 


\/ MOHAWK 


The Mohawk Rubber Company - Akron 5, Ohio 


Plants in 
Akron, Ohio «+ Stockton, California + Helena, Arkansas 
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Molysultide CHASSIS GREASE 
BRINGS ’EM IN—AGAIN AND AGAIN! 


—and that’s how quotas are made 


It’s one thing to get a new customer. It’s something else 
to hold him! “Moly” chassis grease gets new business 
for your stations — AND HOLDs Ir — because “Moly” 
grease gives the motorist benefits he can feel . . . hear 
... understand. With a “Moly” grease job, his car steers 
easier, gives him a softer, quieter ride all through a nor- 
mal grease period—because “Moly” grease reduces wear. 


You can promote these tangible benefits with con- 
fidence! They’re backed by a two-year, 2,000,000-mile 
road test just completed by an independent research 


organization. Some of the results of this research are 
outlined on the next page. 

Of special interest to you from a sales standpoint is 
the fact that, as more leading marketers adopt “Moly” 
chassis grease for service stations, new thousands of 
motorists are experiencing its advantages. That means 
greater demand for “Moly” grease—greater opportunity 
for you to attract new business for your stations. 

“Moly” grease will help you bring em in—and bring 
‘em back . . . not only for grease jobs, but also for gas, 
TBA ... everything for which you have a quota! 


CLIMAX MOLYBDENUM 
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VERSA; JOINT WEAR ANALysis 
Test No. of Test Avg. We, loes Avg. Initiay Percens Wear 
Jtem Product Parts oF Wea, We. or Meas ee Index 
DRIive Lng UNIVERSA, JOD 
Cros, Journa) (wear) 
Prone Moly 3 ©. 0006 ©. S774 ©. 1039 1.20 
Relerence 3 %. 0007 ©. S776 1212 
Rear Moly i ©. 0008 °. S777 ©. 1395 2) 
Referen. 2 0. 019 9. 5776 ©. 173) 
Cros, Journa; (we) 
Prone Moly 3 2. S802 244. 953) ©. 237) 2.00 
Reference 3 
= =a = _ ee 
Rear Moly ! 
Reference 
Needle Bearing, (wey 
STEERING COMPONEN WEAR ANAL Ysig 
Front Moly 2 . 
Reference 2 Test No. of Teast Avg. We. Loss vg. Initia) Percens 
Item Product Part, oF Wea, We. op Meas loa, 
Rear Moly 
Reference FORDs 
Tle ROD ENDs 
Bearing Cape (wr) 
Right Side 
Front Moly " 
Reference Long Joint Moly 5 0. 036 1.14 3. 1469 
Rear Moly Reference 5 ©. 043 1.159 3, 710) 
Reference 
Short Joing Moly 5 ©. 06, i, 125 5. 8667 
Reference 5 9%. 065 1.104 6. 2500 
Left Side 
Long Joing Moly 5 °. 036 ! 143 3. 1496 
Releren, 5 °. O47 aay 4. 14e3 
Short Joing Moly 5 0. 07% 1. 095 6 9406 
Ty ee — 
i) 08s0 
FORD FRONny BALL SUSPENSi9y, JOIN? WE R ANALYsi5 0. 5333 
i 3579 
Test No. of Test Avg. Wr. loss "8- Initia; Percene Wear 9. 4249 
Item Product Parte or Wear = We of Meas Loss Index 
Right Side 
Upper Moly 5 ®.079 1.818 pies ea 12 . 9. 0379 
Referen. 5 ©. 086 1. 80; 4.775) 30 %. 0599 
lower Moly 5 °. 025 2.027 1.2353 1.67 : 9. 1092 
Reference s ©. 040 2.040 1. 9608 e 9. 2239 
Ler Side 
Upper Moly s ©. 039 1. 834 2. 1260 1.39 
Referenc, s ©.053 1.836 2. 8879 
Lower Moly s ©. 034 
Reference 5 ©. 042 
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Automotive 
products 
in cans... 


build customer satisfaction... 
build prestige for your brands! 





Today’s motorists expect to find their auto- 
motive products packaged in metal cans. 
They have favored these products with trust 
and brand loyalty, convinced of the quality 
protected within the container. 


Whether it’s motor oil, anti-freeze, rust- 
inhibitor, brake fluid, polishes or any one of 
dozens of other automotive specialties—cans 
keep your products clean, unadulterated. 
Motorists know the canned product is the 
better product. And by putting your prod- 
ucts in cans, you take advantage of this 
broad consumer acceptance. 


American Can Company pioneered the fa- 
miliar round can for motor oil . . . introduced 
the oil can opener . . . developed the popular 
Accu-Por can. Canco is the best source for 
the best containers . . . the kind your prod- 
uct deserves. 


“> AMERICAN CAN COMPANY [Raennaeminane 
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NOW...YOUR STATIONS GET “HI-TEST” LIGHTING 


with Sylvania Ruggedized Mercury Lamps! 


And best of all, there’s no premium 
in power cost! For Sylvania’s new 
**Ruggedized’’ Mercury Lamps deliver 
even more light than ever before .. . 
brighter light over a larger area than 
any other lighting system. 
Brighter stations attract more cus- 
tomers after dark . . . encourage fast 
service and accurate 
change-making. 
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Only Sylvania’s “‘Ruggedized” Silver- 
White Mercury lamp provides all these 
important cost-reducing and mainte- 
nance-time-saving benefits: 

Increased lumen output. Recent phos- 
phor improvements boost our Silver-White 
Phosphor Coated SH-1 lamp from 23,000 
lumens in 400 watts to 25,000 lumens—the 
most efficient commercial mercury lamp 
(62.5 lumens per watt) available today. 
9000 hours average usable life. Your 
stations get the equivalent of up to six years’ 
lighting service, depending upon number of 
hours stations are open evenings. 
Ruggedized glass (PYREX brand bulbs) 
resists moisture, thermal shock. 
Ruggedized arc tube supports withstand 


destructive shock and vibration in service. 
Sylvania’s exclusive life-recording bases 
are numbered to show month and year the 
lamp was installed. 

Guaranteed performance. Free exchange 
on any lamps which burn out during the 
first 1000 hours. 

Sylvania offers, free, the services of its 
staff of lighting engineers to help evaluate 
your present and future station lighting 
requirements. For complete information or 
literature call your Sylvania representative 
or write: 

SYLVANIA LIGHTING PRODUCTS 
Division of Sylvania Electric Products Inc., 
Dept. 9L-8904, 60 Boston St., Salem, Mass. 
In Canada: Sylvania Electric (Canada) Ltd. 
P. O. Box 1190, Station “*O”’, Montreal 9 


¥ SYLVANIA 


Subsidiary of 
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Reader? 
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also use this card to renew your present subscription.) 
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What's New in Equipment .. . 


= on) : ; New Western lift 
i et : 





. . . employs new adapters said to be 
flexible enough to handle any car from 
a Simca to a Continental. Rotating, 
sliding adapters are hinged for contact 
with axle or frame at any desired angle 
and at different height elevations. 
Known as the Du-Al frame lift, the new 
model is said to provide an over-all 
lifting range of 98 in. with sliding adapt- 
ers fully extended. Western Mfg. Co. 
Circle No. 5 on Reply Card 


All-Steel: Portable Station 


A-1 Pump & Tank Co. of Houston, which has been marketing a portable 
station consisting of a storage tank and pumps on steel skids (NPN—Jan., p19), 
now has an all-steel portable station building on skids. This latest version consists 
of an 8-ft. by 16-ft. steel and glass building; four pumps; air compressor; air 
and water dispensing facilities; and all electrical wiring necessary to put the 
station in operation. It is mounted on an 8-ft. by 36-ft. steel skid that can be 
loaded on transports. The 8'2-ft.-high station building is made of %-in. plate 
steel and glass. Inside is a trap door to get to all utility connections. The build- 
ing sells for $5,000-$6,000, FOB Houston. The company estimates it will cost 
about 50¢ per loaded mile to transport. 


Truck meter 


. combines in one compact unit a 
crank-control Rotocycle meter, ticket- 
printing register, combination strainer 
and air eliminator, and automatic shut- 





mar 
(ca 


Emergency valve 


. . . has been redesigned for more safety. 
The OPW 791 drum valve has rede- 
signed shroud-type lever. Fusible sec- 
tion melts at 165° F; body splits in half 
under stress; two-piece stem permits 
automatic closing if sheared. OPW 
Corp. 
Circle No. 1 on Reply Card 


Wheeled extinguisher 


. . is a new 200-lb. dry chemical unit 
said to be weather- and corrosion-proof 
and operates from —-40° F to +120° F. 
Discharges dense 40-ft. dry chemical 
stream in 35 seconds. Low, balanced 
center of gravity, wide handle and 
large, lubricated wheels provide maneu- 
vering ease. Available with 50 or 100 ft. 
of hose. Walter Kidde & Co., Inc. 

Circle No. 2 on Reply Card 


; 


be Ae 


Heavy-duty pumps 


. now available with helical geat 
reductions, mounted on completely en- 
closed, formed steel bases, in 35-, 50-, 
90- and 150-gpm sizes. Two speed ratios 
now available, with three others to fol- 
low soon, permit easy changing of pump 
speeds. Viking Pump Co. 

Circle No. 3 on Reply Card 


Liquid-cooled brake 


. . incorporates a turning disc with 
two friction surfaces. Also, two station- 
ary discs that move into contact with 
the turning friction disc to stop or slow 
the vehicle. A liquid coolant in the pris- 
sure discs is circulated by a pump 
through the brake to the radiator coo!- 
ing system. Said to control speed without 
down-shifting. Wagner Electric Corp. 

Circle No. 4 on Reply Card 
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off equipment. Measures flow rates from 
14 to 70 gpm. Rockwell Mfg. Co. 
Circle No. 6 on Reply Card 


Safety gage 


for service station underground 
tanks makes it unnecessary to remove 
cap to measure tank contents. Claimed 
to give absolute stock control within a 
fraction of 1% at all times. Fits all stand- 
ard 3-in. or larger tank openings. The 
Safety Gage Co. 

Circle No. 7 on Reply Card 


Drop-center axle 


. is designed for use with a single- 
drive axle to produce a pusher-type driv- 
ing tandem. The TK-500 is said to give 
trucks and tractors all the payload 
advantages of a driving tandem, with 
less weight and at lower cost. Rockwell- 
Standard Corp. 

Circle No. 8 on Reply Card 
(Continued on next page) 
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There Ue Hose Like 
“OIL KING” 


OIL SUCTION AND DISCHARGE HOSE 


Check with the companies who use it—they'll tell you that “OIL 
KING” handles easier; takes harder punishment; and lasts 
longer in service because its special “Synplastic’® tube is so 
highly impervious to the deteriorating action of oil and gaso- 
line. Replacement costs are lower. 


“OIL KING” specifications include: Smooth Bore—Sizes 4" to 12" 
— Working Pressures to 200 Ibs.— Maximum Lengths of 50 feet. 


“if it’s GOODALL, it MUST be Good!” 


Contact Our Nearest Branch for Details and Prices 


soy 

VG 
Standard of Quality—Since 1870 CK. HOSE + BELTING - FOOTWEAR + CLOTHING 
Ye? AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODALL Company 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 


(To obtain more data on advertised products see page 170) 
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Fuel blender 


. . . for heating oils is a complete pack- 
age system for blending No. 4 and No. 
5 oil or any intermediate grade from 
No. 2 and No. 6. Saves extra storage 
capacity by blending directly from stor- 
age to tank trucks. B-I-F Industries, Inc. 
Circle No. 9 on Reply Card 


Shut-off valve 


. . . for emergency shut-off on remote 
systems has provision for air injection. 
Permits periodic pressure testing without 
breaking the line. In case of fire, severe 
shock or shear, valve trips to stop gaso- 
line flow. Combination Valve Co. 
Circle No. 10 on Reply Card 


Self-sealing coupling 


. . - for heavy duty service is available 
in 3, 6, 10 and 12-in. sizes. Quick con- 
nect, quick disconnect and self-sealing 
features are said to be simple and posi- 
tive. A spring-loaded poppet valve on 
the hose end provides self-sealing. Ma- 
rine Sales Dept., Aeroquip Corp. 
Circle No. 11 on Reply Card 


Weatherproof holders 


. . . for outdoor floodlights are said to 
withstand rain, sleet or snow, even when 
used face-up. Seals of high-temperature 
silicone rubber protect against vibration, 
pole whip or shock. Pre-aiming quadrant 
for on-the-ground focusing. Stonco Elec- 
tric Products Co. 
Circle No. 12 on Reply Card 


Tool compartments 


. are prefabricated of heavy-gage 
steel and designed for universal mount- 
ing on any pickup or flat-bed truck. 
Available in two sizes, for %4-ton or 
%-ton trucks, singly or in pairs. Other 
optional equipment available. Utility 
Body Co. 

Circle No. 13 on Reply Card 


Remote fire system 


. . . is offered in 150-, 300- and 500-Ib. 
dry chemical capacity, with compact 
package designs requiring minimum of 
floor space. Remote control from distant 
hose site is by single pull handle that 
simultaneously opens valve, pressurizes 
tank and fills system with fire-killing 
chemical powder. Approved by Under- 
wrinters’ and Factory Mutual. The Fyr- 
Fyter Co. 
Circle No. 14 on Reply Card 
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Power tailgate 


. .. is a new, low-cost unit for pickups 
and %- to 2-ton trucks with stake or 
van bodies, when lighter loads do not 
require the usual 2,000-Ib.-capacity tail- 
gate. Largest of three sizes sells for less 
than $550. H. S. Watson Co. 

Circle No. 15 on Reply Card 


Coupling tool 


. . attaches the expansion-type or “full 
flow” coupling to gasoline or fuel oil 
hose. When clamped in a vise it is a 
light-weight (4 lb.), low-cost ($12.50 
for %-in. size) substitute for conven- 
tional large bench machine. Cushco. 

Circle No. 16 on Reply Card 


Turn signal 


. . . for trucks features separate “pull- 
out” emergency disability lever that 
flashes 2 to 6 lights simultaneously when 
used with Tung-Sol’s new heavy-duty 
flasher. Yankee Metal Products Corp., 
Marvel Products Ltd. 

Circle No. 17 on Reply Card 


Walkie fork truck 


. meets explosion-proof specifications 
for use in hazardous areas. All switches, 
motors and wiring are sealed in conduits 
or explosion-proof enclosures. Speed is 
controlled without heat-producing re- 
sistance boxes. Moto-Truc Co. 

Circle No. 18 on Reply Card 


Safety coating 


resurfaces metal catwalks, stair 
treads, ramps and floors. Said to have 
extreme slip-resistant qualities. A for- 
mula of powder and liquid binder, prod- 
uct is said to resist grease and oil. 
Stonhard Co., Inc. 

Circle No. 19 on Reply Card 


Magnetic holder 


. . . fastens to pump hose. Consists of 
a permanent magnet encased in plastic 
for holding the gasoline tank cap. Suit- 
able for low-cost premium or advertising 
vehicle. Weil Service Products Corp. 
Circle No. 20 on Reply Card 


Gaging tape 


. . . has been developed to fill a demand 
for a highly spark-resistant tape for 
gaging jet aircraft fuels. It has a special 
analysis stainless steel line with a dur- 
able, non-corrosive chrome-clad finish. 
Lufkin Rule Co. 

Circle No. 21 on Reply Card 


Immersion heater 


. .. is a new electric heating unit in 
which the cast insert may be easily 
removed from the outer shell assembly. 
When installed in oil storage tank, unit 
permits changing insert without drain- 
ing tank. Thermel, Inc. 

(Circle No. 22 on Reply Card) 
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Fuel Oil Additives 


A COMPLETE LINE of additives for 
all grades of heating oil is offered under 
Petrosene and Petromix brand names. 

Petrosene D in Bunker C helps elimi- 
nate sulfur and vanadium corrosion and 
reduces vanadium oxide deposits in ma- 
rine and industrial boilers burning re- 
sidual oils high in vanadium. 

Petrosene C is a dispersant-type cor- 
rosion inhibitor used with heavy oils to 
eliminate build up of sludge and corro- 
sive acid constitutents in fuel oil tanks 


and to lessen carbon deposits and Jac- 
quer formation on vital parts of diesel 
engines. 

Petrosene B is a nonemulsifying 
multipurpose additive for No. 2 oil that 
acts as a color stabilizer, sludge inhibitor 
and dispersant and rust inhibitor. 

Petromix 9, which can be used with 
residual and distillate oils, is an emul- 
sifying type dispersant acting on settled 
water in oil tanks to cut tank corrosion 
and sludge. L. Sonneborn Sons, Inc. 





Pump lubricant 


. is claimed by manufacturer to have 
exceptionally high resistance to most 
fuels and solvents. Said to be impervious 
to the washing action of a wide range 
of petroleum, coal tar and chlorinated 
liquids. Pennsylvania Refining Co. 

Circle No. 23 on Reply Card 


Surfacing material 

. called “Permatop” is said to be 
harder than concrete. Claimed to adhere 
to any masonry surface without pre- 
liminary chipping and without the need 
for any mechanical interlock. Contains 
mineral aggregate and plastic binder in 
single package. Permagile Corp. of 
America. 

Circle No. 24 on Reply Card 


Signal bell 


. . . for station driveways is said to be 
audible for over one-tenth of a mile. 
Requires no transformer; stops ringing 
even if car stops on tubing, and is ready 
to ring again should another car come 
in. Price $16.95. Lummis Mfg. Co. 
Circle No. 25 on Reply Card 


Dipstick chart 


. is a handy, pocket-size chart marked 
off in quart measures. It covers all 
popular U.S.-built cars for a 10-year 
period, and tells dealer at a glance how 
many quarts to add to bring crankcase 
up to full level. Chek-Chart Corp. 

Circle No. 26 on Reply Card 
(Continued on next page) 





Superior quality 
—precision machined 


Larger diameter cam ears 
for longer service life 


Extra 
Hi-Strength 
forged 
handles 
— greater 
economy 


Stainless 


longer 
service 


—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 





Uniform wall thickness 


—no weak eet 


Extra heavy reinforcing rim 


Steel pins 


—greater 
safety and 


Uniform heavy wall thickness 


Only EVER-TITE Ouick Coosliea! 


can make all these claims 


a: 


Superior quality 


—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 


(To obtain more data on advertised products see page 170) 
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Portable pump 


by Tokheim features capacitor 
motor said to assure starts at less than 
88 volts. Model 85 consumer dispenser 
incorporates pump and motor as an 
integral unit; delivers 12 gpm; has flow- 
type meter with horizontal register dial, 
sliding suction tube for skid tanks or 
with pedestal. Aluminum nozzle hooks 
into protective shield which automat- 
ically shuts off pump when nozzle is 
replaced. 

Circle No. 27 on Reply Card 


PROVEN 


Nut cutter 


. designed primarily for shock ab- 
sorber work by Monroe, has offset 
working end said to make it useful on 
mufflers and other close jobs. Manu- 
facturer says tool will reach shock ab- 
sorber mountings on many cars where 
suspension members interfere with or- 
dinary tools. 

Circle No. 28 on Reply Card 


Can-bottle crusher 


compacts metal cans or crushes 
bottles, separating the two for safe 
handling. Device is said to compact 550 
Ibs. into one 55-gal. drum instead of 
eight otherwise required. Powered by a 
100V electric motor from any wall out- 
let. C. G. Metal Products. 


Circle No. 29 on Reply Card 


Oil furnaces 


... for service stations, garages, hangars 
and other industrial and commercial use 
are available from Quiet Automatic 
Burner Corp, There are two new series 
of suspended units in nine sizes from 
84,000 to 1 million Btu’s. Units have 
chrome steel combustion chambers, 
Minneapolis-Honeywell controls. 
Circle No. 30 on Reply Card 


Hose reel 


... for 150-ft. of 24%-in. non-collapsing 
hose has been added to the Ardmore 
Products line. Electric motor drives a 
48-in.-diameter drum, fully supported on 
frame by bearings. Compact design re- 
sults in over-all dimensions of 22% in. 
by 61 in. by 54% in. 
Circle No. 31 on Reply Card 





TIRE CENTER 


TIRE SALESMEN 


*YES, REALLY PROVEN, we'll be glad to show you 
actual case histories of outlets using the PROVEN 
TIRE SALESMEN illustrated in this advertisement. 


When you mass display tires you'll sell more tires. 

The Model 50 tire center illustrated builds profit by 
turning waste space into earning space. This 50 tire unit 
provides proper display for new and used tires. 


Experience shows the unit pays for itself . . . fast ! 50 


THREE STAR SALES CORPORATION 


56 W. MAPLE STREET 
CHICAGO, ILLINOIS 


Ph. MOhawk 4 - 3342 Ph. 


12-D DEPOT SQUARE 
ENGLEWOOD, NEW JERSEY 
LOwell 7-1700 


3453 CAHUENGA BLVD. 
LOS ANGELES, CALIFORNIA 
Ph. HOllywood 2 - 0867 





OUTSTANDING 
PORTABLE 


RACKS, TOO! 





A MODEL 
505 


\ 


& 
Mfd. by INTERNATIONAL EQUIPMENT — A Division of MORRISON - INTERNATIONAL CORP. © P.O. Box 185, Station F, BUFFALO, N. Y. 


MODEL 
601 
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Vending unit 


. called Take-a-Break Snack Center 
is a 3-machine combination that vends 
candy, crackers and hot beverages. 
Offers appearance value of compact 
design: needs only 3 ft. of wall space 
and is 14 in. deep by 57 in. high. 
Lehigh, Inc 

Circle No. 32 on Reply Card 


Fire extinguishers 


. in two new 2'4- and 5-lb. portable 
dry chemical models are said to put 
out as much fire as eight-qt. and sixteen- 
qt. carbon tetrachloride portables respec- 
tively. Pressure gage is recessed in hous- 
ing. Walter Kidde & Co., Inc. 

Circle No. 33 on Reply Card 


Plastic pail handle 


. replaces traditional wood or metal 
grips. Made of resilient plastic, maker 
claims will not scratch, dent or mar pail 
it is attached to or adjacent pails. Said 
to be more comfortable and safer since 
it will not break or splinter. Vulcan 
Containers Inc. 

Circle No. 34 on Reply Card 


Fire hose 


. is said to be so tough a truck can 
run over it without causing a burst. Also 
claimed to have exceptional resistance 
to abrasion and to be impervious to 
mildew, oil, acids, alcohols, hydrocar- 
bons and detergents. B. F. Goodrich 
Industrial Products Co. 

Circle No. 35 on Reply Card 


Line strainers 


. with light-weight bodies hive been 
introduced by OPW Corp. for use on 
tank trucks to increase payload. Avail- 
able with female threaded ends in sizes 
from %-in. through 4-in.; with flanged 
ends, 22-in., 3-in., 4-in. Both styles are 
bottom opening type with woven mesh 
screens. 

Circle No. 36 on Reply Card 
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Radiator tester 


. can be adjusted to fit long or short 
caps and fill necks. Pressure can be ap- 
plied through an air valve from station 
air supply or with single-stroke hand 
pump. Dial is color-coded. Eaton Manu- 
facturing Co. 

Circle No. 37 on Reply Card 


Extinguisher line 


. inchudes 5-, 10-, 20- and 30-Ib. dry 
chemical models. New line incorporates 
31 product design and engineering im- 
provements, and features “fresh-fill” per- 
formance. Available in red or white for 
maximum visibility. Ansul Chemical Co. 

Circle No. 38 on Reply Card 


Literature ... 





. 

Paper packaging 

. for petroleum products in quart- 
size, laminated paper-and-film containers 
is the subject of a recent talk before the 
Packaging Institute. Discusses filling, 
shelf life, shipping merchandising. Min- 
nesota Mining and Manufacturing Co. 

Circle No. 39 on Reply Card 


“Fuel for Jet Aircraft’ 


. is the title of a bulletin on the 
storage and use of kerosine and JP-4. 
Sections are devoted to fire and health 
hazards, storage and shipping, ground 
handling and the cleaning and repair of 
jet aircraft fuel cells. Assn. of Casualty 
& Surety Companies. 

Circle No. 40 on Reply Card 


Lift manual 


. shows how all 1959 cars can be 
handled easily on any type of hoist, 
using jacks, pads or adapters regularly 
supplied as standard equipment. Charts 
show position of vehicle and jacks or 
pick-up pads. Globe Hoist Co. 

Circle No. 41 on Reply Card 


Oil hose 


. of all types used by petroleum 
marketers is covered in a new “Oil Mar- 
keting Hose Reference Catalog.” In- 
cluded are barge, tank car, tank truck, 
and gasoline pump hose; butane-propane 
hose, and a butane vapor hose for car- 
buretors. Acme-Hamilton Mfg. Corp. 

Circle No. 42 on Reply Card 


(Continued on next page) 


NEW JERSEY 








OPW Valves and Fittings 
Blackmer Pumps 

Erie Pumps and Equipment 
Price Signs 

Repair Parts for 

all Pumps 


TEN HOEVE BROTHERS 
359 Mclean Blvd, Poterson 3, N. J 








NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








Gashoy' Pues 


For every size consumer- 
commercial account. 
WALCO EQUIPMENT CO. 
227 Solar Street 
Syracuse 3, New York 


OHIO 








EQUIPMENT SALES CO. 


164 E. Excha St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory ery yt for 
Westinghouse. 0.P.W., Lincoln 
Neptune, Huffman, Goodrich, 
Air, Oil, Hydraulic and = 
Hose and Coupling 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 


DISTRIBUTORS FOR: Wayne Pumps & Equipment, 
0.P.W. Valves and Fittings, Gorman-Rupp, Fill- 
Rite Pumps, Whiteway Lighting, Saylor-Beall Com- 
pressors, Granco Pumps & Meters and National Hose. 
211 Lincolnway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 














Oil Marketing 
Equipment Jobbers 
This is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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What’s New in Equipment 





Aircraft fueling 


. is the subject of 30-page booklet 
called “Ground Pressure Fueling Sys- 
tems.” Covers control valves, hydrant 
adapters, hydrant couplers, underwing 
nozzles, and military-type pressure fuel- 
ing nozzles. Parker Aircraft Co. 

Circle No. 43 on Reply Card 


Tank bulletin 


. describes the Aeroil line of custom- 
built truck tanks. Copy of Bulletin T-T 
B-17 free from Aeroil Transport Co. 

Circle No. 44 on Reply Card 


Equipment Suppliers . . . 





Gorman-Rupp Co., pump manufac- 
turer of Mansfield, Ohio, has been 
elected to membership in the accessory 
division of Oil-Heat Institute of Amer- 
ica. Kenneth Cadigan represents the 
firm in the division. 


* 

Allen B. Du Mont Laboratories, Inc., 
750 Bloomfield Ave., Clifton, N.J., is 
circulating a memorandum on the simple 
steps needed to bring existing two-way 
radio systems into compliance with new 
laws. 








COMPACT AND LIGHTWEIGHT 


Self-adjusting for wear — with sliding vanes. 


Quiet operation at engine idling speeds. 


Proved Performance . . 


. Ask the man who has used 


Blackmer Rotary Truck Pumps through years of 


dependable service. 


Available in sizes from 114” through 4”. 


Capacities from 25 GPM through 500 GPM. 
WRITE FOR BULLETIN 200. 





TRUCK PUMPS 


om 





BLACKMER PUMP BLACK GRAND RAPIDS i MICHIGAN 


See Yellow pages for your local sales representative 
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Wheaton Brass Works has three new 
distributors on the West Coast. They 
are R. H. Alexander Co., 1601 E. 
Olympic Blvd., Los Angeles 21; Myrick 
Equipment Co., 566 S. Van Ness St., 
San Francisco; and Hallidie Machinery 
Co., Inc., 210 Hudson St., Seattle 4, 
Wash. They'll stock the Wheaton line 
of loading assemblies, swing joints, load- 
ing valves, storage tank fittings, and 
truck tank equipment. 

® 

Two firms have applied for active 
membership in the National Assn. of 
Oil Equipment Jobbers: Wanner, Inc., 
5229 Eden Ave., S., Minneapolis 24, 
Minn.; and C. L. McBride Co., Inc., 836 
E. Market St., Louisville 6, Ky. 

es 


Five manufacturers have recently join- 
ed the National Assn. of Oil Equipment 
Jobbers as associate members: 

Minnesota Automotive, Inc., 1101 N. 
Front St., Mankato, Minn.; power brake 
cylinders and related equipment. 

United States Air Compressor Co., 
5300 Harvard Ave., Cleveland; air com- 
pressors, lifts and lubrication equipment. 

Liquid Controls Corp., Commonwealth 
Ave., N. Chicago, IIll.; displacement me- 
ters and accessories. 

Keystone Compressor Co., Ashburner 
and Hegerman Sts., Philadelphia 36, 
Pa.; air compressors. 

Red Jacket Manufacturing Co., P.O. 
Box 270, Davenport, Iowa; submersible 
service station pumps, bulk plant pumps, 
hand barrel pumps, fusible link safety 
valves and sidewalk poster signboards. 

e 

ACF Industries, Inc., has put two 
prototype large-capacity tank cars into 
service. One is 16,000 gal. and the other 
20,000 gal., nearly double the capacity 
of conventional tank cars. 


2 

Safety Appliance Co., 
recently conducted a fire 
New Bern, 
N.C. Oil jobber employes in the area 
got some practice in the use of ex- 
tinguishers. 


Southeastern 
Atlanta, Ga., 
control demonstration at 


OPW Corp., Cincinnati, reports a 
change in model designation of its new 
automatic nozzle with hold-open latch. 
It is now listed by Underwriters’ Lab- 
oratory as OPW No. 1. It was originally 
No. 1811-H. 

© 

Levitt-Safety, Ltd. 747 Vaughan 
Rd., Toronto, now distributes Ansul dry 
chemical fire equipment throughout Can- 
ada. New and enlarged district offices 
are located at 889 Westminster Ave., 
Winnipeg 10, Manit.; and 10205 105th 
Ave., Edmonton 5, Alta. The firm is also 
represented by Industrial Supply Co., 
1005 Winnipeg St., Regina, Sask.; and 
Silver Line Fire Equipment Co., Ltd., 
720 Alexander St., Vancouver 4, B.C. 

® 

Gasoline Pump Manufacturers Assn. 
calls attention to Type MI mineral in- 
sulated cable and Type H terminal fit- 
tings. An amendment to the National 
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BRUNRER 


SINCE 1906 











NEU waren COOLED AIR COMPRESSOR LINE 


FOR 3 le AIR DEMANDS 


10-15 PIT \ 
TRUCK BULK 

LARGE CAR \ REFINERIES INDUSTRIAL 
oom, Y sr Ce PLANTS 


Since 1906, Brunner has led with the latest in air compressors. Now the WJ and WK 
(10 thru 30 HP) water cooled line joins the famous family of Brunner compressors 
from % thru 50 HP. Write for Bulletin 763 with water cooled air compressor 
specifications. 


If you use air, you'll do better with Brunner 
BRUNNER DIVISION 


DUNHAM-BUSH, INC. AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 


WEST HARTFORD, CONNECTICUT + MICHIGAN crry. moana . 




















WEST HARTFORD 10 e¢ CONNECTICUT e U. S. A. orowcren 1 ID ct rene, ee RE ec“ 
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What’s New in Equipment 





Electrical Code permits the use of MI 
cable in place of conduit for many pur- 
poses. Among other things MI cable is 
expected to simplify the interchange of 
pumps of different makes and types, ex- 
cept where local fire regulations pro- 
hibit the use of MI cable. 


Equipment People . . . 





E. C. Stork has been named mana- 
ger of the Longview, Texas, plant of 
Marlow Pumps division of Bell & Gos- 
sett Co. Longview is a sales and assembly 
unit of Marlow. Stork was formerly a 


district sales engineer in the south- 
western area and at one time operated 
his own automotive supply business in 
Arkansas. 

a 


Ruel Logan has been promoted to 
vice president, sales, for Weaver Manu- 
facturing Co., Springfield, Ill. With 
Weaver since 1925, Logan has been 
handling the sale of lifts and related 
products to national accounts since 1946. 

* 

W. N. Ziepprecht is now vice presi- 
dent, sales, at Morrison Bros. Co., 
Dubuque, Iowa. E. A. Schneider be- 





CHECK THE EXTRA 
VALUE [IN WAYNE 
COMPRESSORS ! 





TUBING 
1H COPPER 
an) t apTERcOOLeR 


aft FOR 
Aeo CRANKSH! 
Wreath ATTACHMENT 
RESERVOIR. 
ma PIECE ONL “s 
Cast. CYLINDER ano HE 
CONSTRUCTION 


THERMAL PROTECTION 
$10 cquieme wt 


CRANK 


When you install Wayne Air Com- 
pressors you are dollars ahead in 
value and service. You get exclu- 
sive Wayne values in features, 
workmanship and service life. 
Whether you specify a fractional 
HP single-stage or larger two 
stage you are sure of all the air- 
power your station needs to keep 
salespower at its peak. Every 
Wayne Compressor is station- 
engineered and you are certain of 
guaranteed usable air output. The 
Wayne Pump Co., Division of 
Symington Wayne Corporation, 
Salisbury, Maryland. Wayne Pump 
Canada, Limited, Toronto, Ont. 


COMPRESSORS BY 


(To obtain more data on advertised products see page 170) 





comes sales manager. The changes were 
brought about by retirement of W. W. 
Dauner, former sales manager. 

* 

Fred W. Wies- 
lander is now 
manager of dis- 
tributor sales for 
Wayne Pump Co., 
division of Sym- 
ington Wayne 
Corp. Formerly 
New York region- 
al manager for 
Erie Meter Sys- 
tems, Wieslander 
was once a sales 
representative in 

Wayne’s New York regional office. Prior 

to military service in World War II he 

was connected with Shields-Harper & 

Co., Oakland, Calif., a distributor of 

petroleum equipment on the West Coast. 
ms 


Wieslander 


Keating 


Changes at Sym- 
ington Wayne 
Corp., manufac- 
turer of the Wayne 
line of gasoline 
pumps, compres- 
sors and lifts, in- 
clude: 

R. H. Wood- 
ruff, promoted to 
district manager 
with headquarters 

Reddish in Jacksonville, 

Fla. A_ graduate 

of Northwestern University, Woodruff 
was formerly district manager for Mc- 
Kee Door Co. In 1957 he joined Wayne 
Pump Co. as a sales representative cov- 


| ering Florida, southern Georgia and 


southeastern Alabama. 

Donald R. Keating is now district 
manager at Seattle, Wash. He has been 
sales representative for Wayne Pump in 
Washington, Oregon, Idaho and Mon- 
tana. 

W. Thomas Reddish, former sales rep- 
resentative for New England, has been 
promoted to district manager with head- 
quarters at Springfield, Mass. 





MR, LUBE SAYS— 


is NEW 
onty ARO uas It 


SEE PAGE 14! 








NATIONAL PETROLEUM NEWS °* April, 1959 





What's New in TBA... 





: consists of a single-spring steel 
wire with each end doubled back to 
form a slot into which the wire circle 
may expand or contract. Pressure is said 
to be evenly applied at all times. Uses 
no screws—can be mounted with pliers. 
Afi Patent Products, Inc. 
Circle No. 45 on Reply Card 


Steel truck tire 


. known as the Firestone Steelcord 
W-2 has only one ply running at a 
zero angle, straight from bead to bead. 
Fortified with up to five bands of steel 
cords in the crown, it’s claimed to re- 
strict tread movement, reduce power 
loss and running temperature, prolong 
tire life through additional retreads. 


Circle No. 46 on Reply Card 


New Lock-Ease 


. containing Dixon natural colloidal 
graphite is being marketed by American 
Grease Stick Co., Muskegon, Mich. 
Product is completely homogenized, ac- 
cording to the manufacturer, so that 
there is no settling during shelf storage. 
Sold in four-oz. cans that dispense a 
drop at a time or squirt a penetrating 
stream. 


Circle No. 47 on Reply Card 


Auto lamp chart 


. in the new 1959 version has been 
introduced by General Electric’s Minia- 
ture Lamp Dept., at Nela Park. One 
new feature is the identification of all 
cars in which the new G-E Surburban 
headlamps can be used. Another fea- 
ture is the cross-reference index of for- 
eign car lamps. Chart also lists popular 
truck lamps. 


Circle No. 48 on Reply Card 


Home charger 


. . for use in maintaining batteries 
in cars, boats, farm and off-highway 
equipment has been introduced by the 
Exide Automotive Div., Cleveland. It 
will charge a 6-volt battery at the rate 
of 4 amperes, or a 12-volt battery at 
2 amperes. Comes with attachment clips 
or adapter for plugging into cigaret 
lighter. 


Circle No. 49 on Reply Card 
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Combination displays 


. can be set up on this new uait 
developed and marketed by Displazall 
Corp., P.O. Box 2675, Roselawn Sta., 
Cincinnati, Ohio. Originally intended for 
batteries, rack is small enough to mount 
inside a display window. Designed to 
show the same display through the win- 
dow as it does in the station interior. 
Circle No. 50 on Reply Card 


Get a new grip 


on a big 


Wheel weight line 


. includes six new series of balanc- 
ing weights for cars and trucks. Pas- 
senger weights have high-lustre, smooth- 
finish, slim-line design shaped to clear 
modern hubcaps on ‘14-in. wheels. 
Trim-off increments offer close weight 
control. Hunter Products Co., Inc. 

Circle No. 51 on Reply Card 


Rubber lubricant 


. is an important triple-purpose prod- 
uct said to be clear and clean. Never 
settles out, requires no shaking, will 
not stain uniforms and floors. Used 
as a tire mounting aid, a bushing lubri- 
cant, and for cleaning tires, upholstery 
and rubber floor coverings. American 
Grease Stick Co. 

Circle No. 52 on Reply Card 


Power steering 


. . . assortment includes 17 popular pres- 
sure lines and one return line kit. Each 
line is individually packaged, and a metal 
rack is included free. Return line kit 
includes hose and fittings with instruc- 
tions for making return lines. The 
Weatherhead Co. 
Circle No. 53 on Reply Card 


(Continued on next page) 


market with 


MY:Tcrip 


Baltbey Hold-Downs 


This small addition to your line will 
make a big difference in your profit 
y-T-Grip battery hold- 


picture. 





downs are money-makers because 
every car owner is a potential cus- 
tomer. ‘“Two-fisted” battery protec- 
tion sells on sight. They’re new be- 
cause only 2 sizes (6-Volt & 12-Volt) 
fit all passenger cars. You need less 
storage space, inventory. You get 
faster turnover, bigger profit mar- 
gin. For further facts on these little 
profit-builders, contact: 








TBA ASSOCIATES 


RR 19, Box 117 * Indianapolis 20, Ind. * Telephone Libesty 7-7987 
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What’s New in TBA 





Muffler line 


- » « fits all passenger cars including 
1959 models. These fiberglas-packed 
mufflers are said to be quiet, leak-proof, 
corrosion-resistant and blowout-proof. 
Inner-core design is said to result in 
self-cleaning, non-clogging efficiency. 
Grand Automotive Products. 


Circle No. 54 on Reply Card 


TBA Suppliers .. . 


Champion Spark Plug Co. recently 
opened a new million-dollar research 
and engineering center. Two buildings, 





one a research and engineering office 
and the other a mechanical laboratory, 
have been completed adjacent to the 
Champion Toledo, Ohio, plant. 


s 

Eaton Manufacturing Co., stamping 
division, Cleveland, is marketing a new 
line of pressure radiator caps with a 
safety feature that permits removal of a 
cap with minimum hazard. Eaton has 
also developed a new testing device for 
pressure cooling systems. Pressure can 
be applied by hand or from air line. 


* 
Dow Chemical’s 1959 antifreeze pro- 
gram has as its theme: “Help the dealer 





eS 


Shell Jet Refueler for Eastern Airlines. 
Photo courtesy Columbian Steel Tank Co, 


Hose Reels by HANNAY 


First Choice for Jet Refueling 


to talk year ‘round cooling system care.” 
Program includes educational films and 
other aids designed to enlist dealer sup- 
port. A motivation study of dealer at- 
titudes shows that dealers will not talk 
up anything they do not believe, reports 
John P. Strouss, Dow’s manager of anti- 
freeze sales. 





Coca-Cola Co. has devised a portable 
display rack with upper shelves for TBA 
and a hanger at each end for a tire. 
A corrugated fiberglas roof gives protec- 
tion from sun and light showers, 

ry 

Tubeless tires are making steady 
though slow progress. The Look maga- 
zine survey shows that only 29% of all 
replacement tires on the road are tube- 
less, But that’s an increase from 22% in 
1957. 

® 

Firestone is circulating a_ special 
sticker for use in truck cabs, on which 
can be listed the exact air pressure re- 
quired for all of the tires on the truck. 
Low air pressure is one of the biggest 
causes of early tire wear, says Firestone. 

« 

United Motor Service division of Gen- 
eral Motors has brought out a catalog 
for service stations doing: light repair 


Years of dependable performance 
and design experience have made 
Hannay reels the first choice for 
aviation refueling among airlines 
and major oil companies. Han- 
nay has met the Jet Age chal- 
lenge with modern, high capacity 
full-flow reels to meet the most 
exacting standards. 


work, It gives application data on service 
parts for cars and light trucks. New 
edition adds four lines not formerly 
covered: Rochester Carburetor; Moraine 
gasoline filters; Delco brake fluid and 
brake parts; and New Departure front 
wheel bearings. Known as Catalog 60A- 
1000 it is being sold to dealers at 25¢ 
through UMS distributors. 


*« 

Purolator’s 1959 automotive filter wall 
chart includes refills and installation kits 
for foreign cars in addition to the oil, 
air and fuel replacement filters for do- 
mestic passenger cars and light trucks. 
The reverse side of the chart provides 
a cross-reference between Purolator and 
other makes, The new dry-type air filter 
is either standard or optional equipment 
on all 1959 cars. 


For petroleum handling from 
oil field to ultimate consumer, 
specify the finest . . . insist 
on hose reels by HANNAY! 


Hose Reels by 


* 
Gould-National Batteries, is using a 
new plastic battery guarantee tag to 





CLIFFORD B. HANNAY & SON, INC., WESTERLO, NEW YORK 
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show purchase and expiration dates. 
When punched by the dealer, tag is per- 
manently installed under the terminal 
clamp. 


* 

Wilshire Oil Co., Los Angeles, is 

now marketing the Firestone TBA line 

through its 500 outlets in California 

and Nevada. At the same time some 

175 salary stations are being converted 
to lessee operation. 


TBA People .. . 


Frederick W. Fitchen has joined the 
automotive products department of Olin 
Mathieson Chemical Corp. as assistant 
sales manager for Pyro brand antifreeze 
and radiator chemicals. He succeeds 
Robert H. O’Boyle who has been trans- 
ferred to the sales staff for national 
accounts. Since 1946 Fitchen was with 
Commercial Solvents Corp. 
on ° 

R. L. Springer is the new sales man- 
ager for Indiana Standard’s TBA de- 
partment, succeeding Don Trainor who 
has been promoted to district manager 
for the Chicago-North district. Springer 
formerly was supervisor of the sales 
promotion and sales training department. 





© 

Herbert D. Smith, who has been in 
Detroit as director of automotive sales 
for U. S. Rubber, has moved back to 
New York as general sales manager of 





the U. S. tire division. Move is the re- 
sult of an exchange of jobs with Wal- 
ter F. Brown, who has left the post of 
general sales manager to take over 
Smith’s duties in Detroit. Switch is a 
phase of company’s management devel- 
opment program. Smith was manager of 
sales to petroleum marketers. 
® 

E. Leslie Peter has been named mer- 
chandising manager of automotive mar- 
kets for Tung-Sol Electric, Inc., Newark, 
N.J. He has served as advertising and 
sales promotion manager for automotive 
products since joining Tung-Sol in 1957. 


Robert A. Risk 
has been named 
sales manager of 
the Jordan Elec- 
tric Products divi- 
sion of the Elec- 
tric Storage Bat- 
tery Co., manu- 
facturer of battery 
chargers and re- 
lated equipment. 
He will be located 
at the company 
automotive _ divi- Risk 
sion’s headquarters in Cleveland, Ohio. 
Jordan factory operations, formerly lo- 
cated at Minneapolis, Minn., are now at 
Clinton, Mass. Risk was formerly na- 
tional service manager of the Willard 
storage battery division. 








| Quiet... Speedy. Compact. 


’ 


P. W. Stevens, President 
Lincoln Oil Company, 
Detroit, Mich. 

The Lincoln Oj! Com- 
pany is shown at right. 


SERIES 


Joseph F. Marty 
is now TBA man- 
ager for Standard 
Oil Co. of Ken- 
tucky, succeeding 
R. B. Carpenter, 
who has retired. 
Marty has been 
with Standard of 
Kentucky since 
1924, starting as 
a stenographer in 
the executive of- 

Marty fices. He was ac- 
tive in division marketing departments 
until 1946 when he was transferred to 
Louisville as assistant TBA manager. 

Py 

Don C. Miller, formerly senior vice 
president of Kenyon and Eckhardt, Inc., 
advertising agency, has been elected vice- 
president, marketing, of B. F. Goodrich 
Co. 

8 

Edmund S. Burke, president, Kelly- 
Springfield Tire Co., has been elected 
chairman of the board. George B. New- 
man, executive vice president, has been 
elected president and chief executive 
officer, succeeding Burke. 

Burke’s association with the rubber 
industry goes back to 1911. He has been 
president of Kelly-Springfield since 1935. 
Newman had been with Goodyear for 
more than 25 years before joining Kelly- 
Springfield in 1954. 


‘Quality plus profi 
make AMALIE 2 


4/7 
must in our book! 
Lincoln Oil Company 


Says Mr. Stevens: “For the past fifteen years Lin- 
coln Oil Company has sold and distributed AMALIE 
Pennsylvania Oils and Lubricants. 

“In our experience the quality of AMALIE Products 
is of the highest caliber and our customers are well 
satisfied. Quality plus profit make AMALIE a 
must in our book!” 

TO 100 PSI The AMALIE line has an impressive group of ex- 
clusive sales features offered by no other brand of 
Pennsylvania Oil products. You'll deal with motor 
specialists who insist on the best and are willing to 
pay for it. And with AMALIE Pennsylvania Oil 
identification on your truck, they'll know YOU have 
the best! 

Your territory is a rich potential market for the 
easy-selling AMALIE quality line - write for com- 
plete details of the profitable AMALIE franchise. 


AMALIE DIVISION, L. Sonneborn Sons, Inc. 
Franklin, Pa. 


AMALIE DIVISION, L. Sonneborn Sons, Inc., Franklin, Pa. 
Please see me immediately regarding the profit- 
able AMALIE Proposition 


Name 
Address 
I cata nse 


Specify this 


ROPER General Purpose PUMP 
40 TO 300 GPM. 


3600 


@ Handles a wide range of thick or thin liquids 
@ Self-lubricated by liquid being pumped 
@ Totally-enclosed gear reduction—choice of 3 ratios 


@ Furnished on bed plate, with or ready to receive 
standard motor 


@ Use indoors or outdoors ... no pump house needed 


1 @) 2d 1 81 


ROTARY PUMPS 


Send 

this e 
Coupon 
Today! 


(To obtain more data on advertised products see page 170) 


Send for Bulletins 
ROPER HYDRAULICS, INC. 
474 Blackhawk Park Avenue 
Rockford, Illinois 
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Why you should stock 


and sell Purolator 


Your business growth depends on quality 


merchandise and sound, aggressive sales 


support—Purolator gives you the best of both 


Superior Products 

Today’s Purolator Oil, Air and Fuel 
Filters—the new, improved Super- 
Micronic filters—are 20% more 
efficient than any other leading make. 
This important advance is more than 
another example of Purolator leader- 
ship—it’s your assurance of consist- 
ently superior performance that 
protects your reputation for quality 
products and reliable service. 


National Advertising 
Purolator is the first in the filter in- 
dustry to use the tremendous sales- 
power of Network Radio. Week after 
week, during the year, Purolator 
reaches and sells nearly 5 million 
people right in their cars and 10 mil- 
lion in homes, over the NBC “‘Moni- 
tor’’ Network. That means Purolator 
is talking to your customers over the 
NBC station in your area, while 
they’re driving, to give you local-level 
support that means business. 


Sales Promotion 
Count on Purolator for the most 


effective programs and promotions. 
Purolator’s traditional Spring Filter 
Check Time, for example, is a key 
sales-building activity of thousands of 
outlets from coast to coast. Free, 
attractive posters, displays and litera- 
ture give you a complete package for 
profit. And all through the year you 
can look to Purolator for timely sell- 
ing support that means greater volume 
and profit for you. 


Modern Merchandising 

The exclusive ‘‘Seal of Protection” 
sticker isjust oneexampleof Purolator 
merchandising leadership in the filter 
industry. 

The “Seal of Protection”’ is the one 
and only vehicle today that constantly 
reminds your customer and you when 
it’s time for a filter replacement. A 
“Seal of Protection’”’ sticker is packed 
in every Purolator filter carton. 
Simply put it on the door jamb or 
under the hood to make every sale a 
repeat sale. 


Practical Selling Tools 
Results are the measure—and Puro- 


The Standard Equipment Line 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 
PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 


lator’s sales aids are undoubtedly the 
most successful and rewarding in the 
filter industry. The exclusive Filtair- 
Chek is helping to make Purolator 
Dry-Type Air Filters the fastest sell- 
ing, most profitable line in the 
industry. Yet, the cost of this amaz- 
ing sales device can be measured 
in pennies. 

The new and exclusive Dispens- 
Air-Rack is further evidence of Puro- 
lator leadership. This practical rack 
provides two-way service as a display 
and a complete filter department. 
It stocks both oil and air filters— 
makes selection easy—signals filter 
inventory needs at a glance—saves 
time and money. 


Product Acceptance 

Today Purolator filters are probably 
the best known brand in America. 
Remember, too, that more people 
buy Purolator filters than any other 
make—proof that the fast-moving 
Purolator line of filters for every car 
is your best bet for profit. 


‘*Purolator’’ and ‘‘Super-Micronic’’, Reg. U.S. Pat. Off. 





(To obtain more data on advertised products see page 170) 
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Imports Plan Hits Independents 


Veen MARKETS take on added significance after April 1. This is 
true because there is a joker against private brand operators in the manda- 
tory imports control program. It will show up sooner or later in actual trading. In 
gasoline, it will be sooner. And unchanged, mandatory controls will be felt next 
fall by independent fuel oil jobbers when they come into market for their winter 
needs. 

Even large private brand gasoline chains may feel the effect of restricted crude 
and product imports. If they rely on the free (spot) market, their costs will rise 
as supply shrinks. 

Actually, it shapes up as a Hobson’s choice for the true independent. He'll pay 
higher prices and absorb the hike. If he narrows the differential between his pump 
prices and that of his branded competitor he can expect to lose gallonage. This 
always has been true (important exceptions to the contrary). There is no reason why 
it should not be true again in the weeks ahead. 


@ Distillates Need Watching at Chicago and Detroit 


Distillates will need to be watched closely in the Chicago and Detroit markets in 
April. If nothing happens in April, May could be the month. In both areas, distillate 
suppliers are seeking advance answers to spring market questions. 

In Chicago, the question is: will major brands of light fuel stay neck-and-neck 
with spot prices to the private and unbranded buyer? They did last winter and it was 
painful to everybody. It was particularly painful to the far-away supplier who was 
squeezed between low wholesale prices in both areas. There just was no way out 
for him if he was to live up to customer commitments. 

The Detroit trade asks: is someone going to come up with a summer-fill lure to 
consumers again? Last spring, guarantees were given to retail customers that kept 
their winter prices at the summer-fill level. 


MARKET OUTLOOK _ 


@ The Southeast: Less Fat 


Retail gasoline price wars in the Carolinas should be fewer in number, shorter, 
and less drastic. The reason is simple. There is less fat to fight with. Esso Standard 
revised its gasoline tank wagon postings downward in these states by about 1.5¢ on 
the average last month. 

The history of gasoline tank wagon prices in the Southeast for past few years has 
been consistently downward. It is said only a miracle would restore prices now that 
Esso has formally recognized the inherent turbulence of the area. 

The Carolinas were once a lush area for Gulf Coast independent refiners. Today, 
the numbers run against the independent refiner. A tank wagon price of 14.8¢ for 
regular-grade at Wilmington, N. C., for example, means a netback of about 10¢ 
gal. for 93 oct. regular at the Gulf. Gulf Coast quotations begin at 10.75¢ for this / 
grade of gasoline. 




















YOUR GUIDE TO NPN PRICES 


Market barometer ¥ a a page 187 / 














Refinery and terminal prices ee > 
Key crude oil prices .. . 189 
Tank wagon prices ..... ; . 190 
Gasoline consumption by states - 
Gasoline prices for 55 cities . 2 
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YOUR PURCHASE 


GALLONS 


once Pee Ganen 


Five and one-quarter days of the colossal flood that pours over 
Niagara—more than 720 billion gallons—would just about equal 
the amount of gasoline that has been measured by Gilbarco’s 
four-piston PA-24 meter, the most widely used gasoline pump 
meter in the world. That gallonage is equal to almost twelve 
years’ total gasoline consumption in metropolitan Los Angeles— 
where more gasoline is burned than any similar area on earth. 


When you buy gasoline pumps, buy the pump that incorporates 
the PA-24 meter . . . the Gilbarco “Sales-Maker.” In the “Sales- 
Maker” you'll get striking appearance, the ultimate in brand 
identification and promotion, plus the long-lived accuracy 
which only the PA-24 meter assures. That accuracy is business 
insurance against losses due to over-measure and customer 
dissatisfaction from under-measure. 


Write for brochure which explains all the other reasons why the 
Gilbarco “Sales-Maker” is your wisest gasoline pump investment. 


GILBERT & BARKER 
Manufacturing Company 
West Springfield, Mass. 

Toronto, Canada 


obtain more data on advertised products see page 170) NATIONAL PETROLEUM NEWS °* April, 1959 





PRODUCTS VS. CRUDE GULF COAST 
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NO. 2 FUEL 
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PRODUCTS VS. CRUDE MID-CONTINENT 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 











Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 











All prices are supplied by Platt’s Oilgram Price Service NPN’s as- 
— publications. Arrows indicate iowa or d downward movement 

price Fescodine, 7" the arrow. Prices as of March 16. Last pre- 
vloset listing: ebruary 17 





is mrt Mate 
1 W. Tox. (Tex. & Now Mex. Diesel oil, shore Minncente/ " 
Motor Gasoline ST on. poem, 16086-1878 , plants Renge ol 11 684-13 


Gulf Coast 


7 
a 


. Ca ey 


E. fae (Truck transport lots) 
wenee 97 oct. eae Fo 

112 310:75-11.75 
ee 105-115 

¥ as 


e2sssesss 
822222233 


ain a). 

Diesel fuel (a). . 
97 oct pied , Kans, (For Kans. destinations only) No. 2 fuel (a).. 4 
95 oct. prem... 13. 75W- 99 oct. prem.....15.375A-15.75A No feck 8 8 
Rater 0s W fa 89 oct. reg 12.375-12.75 4 No. 6 fuel... 815 so bulk 

com- 
87 oct. rog 11.75W-12.65 Western Penna.—Bradtoré-Warren (a) Prices of some 20 
consumers are 0.15¢ higher 

Chicago, II 98 oct. prem... mercial 


14.54 93 oct. reg.......13.5 Charleston, S. C. 
98 oct. prem..... oe Oil City Kerosine, No. 1... 
97 oct. prem... . .13.25-13.75, fs 

12-125 412.254 93 oct fem 18 


1.5-1 
1h tp 715A Ohio— Quotations by Sohio for 
Wotee to Ohio ery 
oct. 


5-15.5 
13-13.25 Central Michigan 
. 15.45-16.25 
152 
--127-12.75 coe 
: California—Los Angeles District Range ol No. 1..11.25-12.85 


10.5-11.85 
hte 7 98 oct. prem 14.15A-15.7 Ne ‘fl low 
18.4-14.15 ce + ERS ~Snaeieete 8.95 
12.15A-12.6 Ne "5 fuel, high 
84 oct. reg 11.65A-12.6 Sites sai sees 8.9-9 
Tank Car: ee 7.9 No. “6 fuel, max. 
een Se. 98 oct. prem.....14.154-15.7 spltee cal bigh 1%, sulf $2.65-2.73 
89 oct. ne 94 oct. —epheehe XS as Guller....ccecese 7.65-7..75 do barges...... $2.62-2. 
: 88 oct. reg....... 12.15A-12. 
Mobile, Ala. 84 oct, reg 11.65A-12.6 Cleveland, Ohio 
97 oct. prem ’ No. 5 fuel 10.3% 
Tank Truck (400 or —— No. 6 fuel. ...... 9.5°A 


98 oct. prem -22.3 *Delivered Cleveland ; 

88 oct. reg -17.9A os : 
Corpus Christi, Tex. 

San Francisco District No. 6 fuel, no 

Tank Truck (400 gal. or more) 

98 oct. prem .8A-22.8 

88 oct. reg 18.3A-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 
ag w.w. kero. . 10.375 


97 oct. prem.....14W-16.4 Bea7 ds il 1038 10.375 x 
oc pre paaea - i, gas oil... 10. 25-10. 37 2 
13. 75-14. 25 48-52 d.i. gas oil... 10.125 dn tarene 10.128 
87 oct 11 7612.25 Bunker C feel: §2.00-2.10 les ol 
oct. reg ‘ ~12. unker C fuel. ...$2. ‘ e 
Bunker C fuel lants attend 
max 1% sulf $2. 25-2.35 If. $2.13-2.30 
oan 


9.1 
8.6, 


. -10. 75-11. 125 


LD 
11.4 


11.8 > 9 
...$3.66-4.62 


- e- 


Okla. (Okla. Shot.) 

99 oct. prem 15.375 A-15.5 

89 oct. reg 12.375 A-12.75A 
Okla. Group 3 Cat Wry ) 

99 oct. prem 

89 oct. reg 12 “0. H 

N. Tex. (Tex. & New Mex. o) 
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Key Crude Oil Prices (As of March 15) 
United — 
Californ 
Tease Wilmington, I ok xc ethos deseo dndeeeses de $2.80-3.23 
West Le a am indy c beveicwetenncivves 2.79-2.83 
Mid-Contine 
Oklahoma Sia Rs th Sonido dhatdaledekas ee’ 2.77-3.00 
Williston Basin 
SN I MIN, 5s Citavacecccdduaseceusak’ 2.62-2.87 
Pennsylvania 
deci ons cs cd dlecsh-on tape wabbdcduaecuveneee 4.05 
ta 
AEG wud Ge udeas CEUWed wb0e cidcweccecscaestpenn 2.52 
Venezuela 
PR aaa heavy, FOB Las Piedras, flat.............. 1.78-1.93 
Persian Gulf, FOB Ras Tanura 
I EE band oa66hh0b<t.an00coandhadaecess 1.89-1.90 
Port E pm Fla. 58 & above d.is 
Kerosine, No. 1. .11.65-11.9 ee, taknesss 10.625-11 
No. 2 fuel: ...... 11.4-11.7 No. 1 fuel....... 10.5W-10.75 
Diesel oil, shore No. 2 fuel. ...... 9.75W-10 
He he 11.4-11.7 No. 6 fuel. ...... $1.90-2.00 
0. 6 fuel, no 
sulf. guar........ 43 a ah Oe ie. Set 
do barges...... $2.40 kerosine......... 10.5-11.25V 
Light Diesel, 58 & above d.i 
bunkers. ........ 4.914 Saige 10.5-11¥ 
a Cc, $2.40 No. 6 fuel....... $1.95-2.50 
Porta nd, Me. a w. Lo (Tex. & New Mex. shpt.) 
erosine, No. a 
No. 2 fuel...-... 114 — 
Diesel oil, shore 10.75 
omg es a whecs 8 10.25-11 
‘o. 6 fuel, no 0 
sulf. quar........ $2.54 $2.60 
do $2.46 
Bunker C, E. Tex. (Truck transport lots) 
bunkers......... $2.46 i omg 10.8-11.1 
Providence, R. t 58&abovedi. 
Kerosine, No. 1. .11.8 Swe 9.75-10.5 
No ile y Fee 11.3 No. & fuel. ...... $2.00-2.50 








No. 5 fuel. een 











bunkers......... $2.46 
Savannah, Ga. 
Kerosine, No. 1. .11.7-12 
No. 2 fuel. ...... 11.5-11.8 
Diesel oil, shore 
eer 11.5-11.8 
o, 5 fuel. ......$3.01 
No. 6 fuel, no 
eulf. guar........ $2.45 
jo barges...... $2.42 
Light Diesel, 

MIU cc cgness $4.83 
Heavy Diesel, 

* $3.95 
Bunker C, 
bunkers......... $2.42 
Tampa, Fla. 

Kerosine, . .11.55-11.8 


ne No. 1 
No. 2 fuel. ...... 11.3-11.6 


Bunker C, 
bunkers......... $2.34 
Toledo, Oho 
Kerosine.....-.. 12.8 
Diesel oil......-. 11.9 
No. 1 fuel...-... 12.55-12.9 
No. 2 fuel. ...... 11.55-11.9 
No. 5 fuel....... 8.5-9.05A 
No. 6 fuel....... 8-8.25A 
Wilmington. +) 
Kerosine, No. 1. .11.8 
No. 2 fuel. ...... 111.45-11.5 
= = li 
eee a 
No. 4 fuel. ...... $3. 
jo. 5 fuel....... $2.95 
Light Diesel, 
nkers........- $4.74 
- (Okla, shpt.) 
4 wew. 
kerosine....;...10 875W-11.375V 
Be ibore ot 10.628-11¥ 
No. 1 fuel....... 10.75W-11 
No. 2 fuel....... 10W-10.25 
No. 6 fuel......- $2.05-2.30 
-* Group 3 (Northern shpt.) 
We 
neuen eer 10.75W-11.125W 


— he w. 








58 vY abore di. 
ecncence 10.75 
No. + fei Pacoues $2.60 
Kaneas (For Kans. destinations only) 
11W-11.25V 
..10.75V 
.. 10. 75-11 
.-10.75¥-11V 
, 4 10.25W 
6 fuel... “} 00-2, 10 
Ark. (For shpt. to Ark. & La.) 
42-44 w.w. 
kerosine ........ 11.625 
Tractor fuel. ..... 11.75 
= & above d.i. 
"Rr 10.7! 
58 & above 4.i. 
Diesel ......... 11.125 
No. 2 fuel. ...... 10 75 
No. 4 fuel....... $2.75 
No. 5 fuel. ...... $2.55 
No. 6 fuel. ...... $2 40 
Western Penna.—Bradford-Warren 
Kerosine........ 12-12 75 
55 cetane Diesel. .12.25-12.5 
No. 1 fuel. ...... 11.75 
No. 2 fuel. ...... 11.25-12A4 
36-40 gravity fuel.10.75-11.75A 
Oil City 
Kerosine........ 1 
50 cetane Diesel. .11 
No. 1 fuel....... 11.75 
No. 2 fuel....... 11 
Pittsburgh 
Kernsine........ 11.95-12.8 
50 cetare own -11.45-12.55 
No. 1 fuel. . -11.7-12. 
No. 2 fuel. -11.45-12.3 
36-40 gravity fuel.11.25 
Central Michigan 
L sg oil, kero- 


0.2 fist edanea 1211.5-13 
oil...11 


3. I. gas 
No. 5 fuel....... 9.1-9 
No. 6 fuel....... 8. we 45 
Ohio 


tions for Sohio for delivery 
to O ints 
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§ 200... .. 8.5W~11.25 
Light fuel 
| eee $2.80 
Heavy fuel 
___ PERE $2.15-2.35 
Tank Car: 
40-43 ww. 
kerosine.........15.8A 
Stove dist. 
FS 108......:; 9V-15.3 
Diesel f 
PS 200 8.5V-13.8A 
Light fuel 
PS 300.......... 80 
Heavy fuel 
| Sayre $2.15-2.35 
Tank —7 (400 gal. or more) 
40-43 w 
heteuine... « vede'ee CD 
Stove dist. 
ot 15.84 
Diese! fuel 
eS 143A 
San Francisco Dist. 
Tank Car: 
41-43 w.w. 
kerosine.........16.3A 
Stove dist. 
bh ae 5.8A 
Diese! fuel 
PS 200 succes 
Light fuel 
| aT $2.85-3.03 
Heavy fuel 
| pee $2.40-2.58 
Tank Truck (400 gal. or more) 
40-43 w.w. 
kerosine 19. 8A 
Stove dist. 
PS 100 16.34 
Diese! 
PS 200 14.8A 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 
Diesel—PS 200,. .$5.09A 
Bunker C—PS 
WU, ccvawvandad $2.10 
San Francisco, Calif. 
Diesel—PS 200.. .$5.30A 
Bunker C—PS 
eS ere $2.15 
Seattle. Wa: 
Diesel—PS 200.. .$5.55A 
a C—PS 
EATEN . $2.50 


aus 
Ships’ bunkers: US dollars per bbl. of 
159 liters. 





Guaymas 

MEL ocauceson $5.89 
Bunker C....... $3.20 
Manzanillo 
eee $5.42 
Bunker C....... $3.20 
Minatitlan 
eee $4.44 
Bunker C....... $2.15 
Salina Cruz 

) OPRAA YS $5.42 
Bunker C...... .$3.20 
Tampico 
Diewel.......... $4.44 
Bunker C....... $2.15 
Vera Cruz 

Bunker C........ $2.15 


At most Atlantic Coast points prices of 
some sellers for distillate fuels to bulk 
commercial consumers are 0.15¢ higher 
than prices shown 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tanks cars or pipe- 
tines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 

FOB Group 3 

Grade 26-70 

4.5¢ 

FOB Breckenridge, Tex. 

Grade 26-70 

4¢ 


LP-Gas 


Producers contract prices, tank cars 
New York 


Har : 
a pe 








"76.125 
() Truck transport posting of ove eller 


Lubricating Oils 
Western Penna. 
Mw Neutrals—No, 3 Col. Yis, at 


oP = (180 at - 420 to 425 flash. 


Mid Continental 
FOB Tulsa basis, for domestic per 
only, bright stock. vis. at 210° neutrals 

vis. at 100° 0-10 p.p. 


200 vis. D 

10-25 p.p........ 23 
150-160 vs. D 

0-10 p.p......... 21 
10-25 p.p........ 20.5 
120 vs. 

0-10 p.p......... 20 
Bright Stock—Solvent 
150-160 vis. 


0-10 p.p., 95 v.i.. 23-24 
Neutral Oils—Conventional— Pale Olls 
60-85 vi 


s. 
No. 2 col...... 14.75 


ore vis. 
No. 2 col.. 

150 vis. No. ! 

180 vis. No. 


300 vis.......... 0.5-21.5 
Cylinder Stocks 

600 s.r. olive 
a 17.5 
Gulf Coast 


Solvent Refined Oils from Mid-Con 
tinent grade crude: FOB ship at Gulf for 
export. 


Bright Stock, vis. at 210 


150-160 vis. 

0-10 k.t.. 95 v.i.. 

Neutral Oils— nak 95 vi. 0-10 pt 
|. See 20 

200 vid.......2.: 20.5 
ae 21.5 

500 vis... ....... 22.5 

South Texas 


Vis. at 100° F., FOB 8. Tex. refineries tor 
domes;ic and/or export shipment. 





Pale Cils 
100 vis. No. 
144-24 col....... 15.5 
vis No. 
17 
300 vis. No. 
2 are 17.5 
vis. N 
24434 col....... 18 
750 vis. No. 
SSRs: 18.25 
1200 vis. N. 
| Ses 18.75 
200 vis. N 
GG, aceemeees< 19.25 
ah ESS 15.5 
cndinteee 17 
bnabeeves 17.5 
pkbedae 18 
“gs cous 18.25 
camealbedl 18.75 
is. 
| 19.25 
(Continued on next paye) 
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Grade 100/130. 7.20. 12410 6. Naphthas & Mineral opis 18.5 
Grade 80 


x 
128-145......... 7.65 § i FOB Group 3 
Refined Wax 0 vents Stoddard solvent. 13.375 


149-151. ........9.15 Balti Mad. Cl vaphtha.13.875 
Mineral spirits. . .17.5 wa A 


si sna tae 
vr Pen. bu Petrolatums oi fim 


Western Penna. 

oe Bbis.; carloads; tank cars, 2.26¢ less. ag Aas | 
Snow white...... 625 phi P Western Penna. 
Seaboard Wax Raft white...--.. i 25 paths... .....-1 Oil City: 

rices are for bulk lots in cents per poun: ily white....... "e 
in tank care or tank trucks, F.OBAteo- © Cream... 7.625-7.75 spr octanaunasanaies 
tic or Gulf Coast refineries. For Ainbe, Soft yellow. ..... 6.75-6 .875 — Pa. 
add: 0.9¢ lb. for 1,500-2,000 Ib. pallets; Light amber..... 6.75-6.875 V.M. & 


1.15¢ for 1,000 Ib. skids; 1.6¢ lb. for 55 Ambe 6.5-6.6: naph 18.5 Heart awe a 
Ib. cartons. Melting points are AMP. ed : Mineral spirits. . .17.5 Stod solvent. 18 








Tank Wagon Prices NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 

“ : . . . ‘ 16.05 12.65 
Prices for gasoline do not include taxes; they do however, include inspection fees, 12.62 

amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate Y 16.47 12.73 

column include 3¢ federal and state taxes; also city and county taxes as indicated in Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 

footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where nnn ae a yd pene aot ay by 1 moog oma, Chi ang Cong 

levied are indicated in footnotes. Di ts if any, are shown in footnotes. These prices Minneapolis-St. Paul, Western Pennsylvania, Californie B Philadelphia, Jack- 

n effect March 15, 1959, as posted by principal marketing companies at their head- sonville, Boston, and Gulf Coast. 

quarters’ offices, but subject to later correction. * Revised. Corrected January index: 15.88. 























Mobil Oil Co. 


Mobi Gasoline 
(Regular) 


Mobliheat 
Cons. Gasoline *Mobil Kerosine *(No. 2 Fuel) 
T.W. Taxes T.C Yard T. T.C. T.C. Yard 


aan2z 
=55 


New York City - 


: om. 
— 


ooo 
hed eed<tedrd ted <dedet 
te me BO BO 60 9 BS BO es 


Mrooonocoooooeoooooococo 
©: =; eeeee = 
> &: S: Seeae 


3: & 8: 


* Dp wowweacmana: ao: 


_— 
SCwooecocarsoovoorcorosoces: 


Bd cies 13.1 
ee. Naas ti soe 13.1 


ett tet Dea eet fk et tt 
or 
oe ee 

eS ed a) 

* eaco: Sean 


*Com. cons. t.c. prices 0. 15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales ta: 
p ero obil Kerosine & Mobilheat—NYC (all boroughs) & Mt. S ovatng t w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—~All points, t.w. less 0.5¢ for deliv- 
eries 0! or more. 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 
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PATENT CHEMICALS 


30 E. 40 ST., N.Y. C. EM 1-4100 pein »n 4, New Jersey 

















@ SOLVENT NEUTRALS 
AND BRIGHT STOCKS 


@ MULTI-PURPOSE OILS 
Marketer of Petroleum Products © CYLINDER STOCKS 


NEW ENGLAND PETROLEUM CORPORATION KERR-McGEE OIL INDUSTRIES, INC. 


New York Sydney, N. S. Boston 306 N. Robinson « Phone: RE. 9-0611 * Oklahoma City 
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Atlantic Refining 








Atlantic Gasoline Kerosine 
(Regular) ai No. 2 
Dir. Cons. Gasoline No. 1 Fuel Fuel 
T.W. T.W. Taxes T.W. T.W. 
Philadelphia, Pa........ *15.3 16.3 8.0 15.95 15.3 
eee *15.3 16.3 8.0 16.35 15.7 
Allentown............. *15.3 16.3 8.0 16.35 15.7 
casas. ee *15.3 16.3 8.0 16.35 15.7 
Wilkes-Barre........... "15.3 16.3 8.0 16.65 16.0 
Williamsport........ "15.3 16.3 8.0 16.65 16.0 
Pittsburgh.......... *16.1 17.1 8.0 16.9 16.05 
Altoona... .. 16.1 17.1 8.0 16.9 16.05 
| RS ee **16.1 17.1 8.0 16.9 16.05 
Greensburg. .... . **16.1 17.1 8.0 16.9 16.05 
Wilmington, Del 14.9 15.9 8.0 ‘ae he 
ford, Conn 15.2 16.7 9.0 cata 
New Haven.... 15.2 16.7 9.0 15.7 
Boston, Mass... 14.4 15.9 8.5 anes 
Springfield... 15.7 16.7 8.5 coe 
Providence, R.I........ 14.4 15.8 9.0 15.5 
Camden, N. J 14.2 15.7 8.0 15.2 
k 14.2 15.7 8.0 15.2 
16.1 16.6 9.0 15.3 
16.4 16.9 9.0 16.0 
16.1 16.6 9.0 16.9 
16.4 16.9 9.0 16.4 
16.4 16.9 9.0 16.2 
16.6 17.1 9.0 anes 
14.9 15.9 9.0 15.1 
14.9 15.9 9.0 15.2 
14.9 15.9 10.0 15.3 
14.9 14.9 10.0 eves 
14.9 16.1 10.0 “e wéee 
*Fair-trade minimum service station price. ..............+.ececececeeececes 19. 9¢ 
**Fair-trade minimum service station price...............0seseee eer 20.9¢ 
Heavy Fuels 
No. 5 No. 6 
Philadelphia. ....... SE 6b eine ates oe dRhakdtdtneeeay 9.67 7.4° 


*Less voluntary allowance, 0.19¢. 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna., add 1¢ gal 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 


Esso Standard 





Esso Gasoline Kerosine 
(Regular) and 
Dir, Cons. Gasoline No.1 Fuel No. 2 Fuel 
T.W. A Taxes T.W. T.W. 
Atlantic City, N. J 14.2 15.7 8.0 15.7° 15.2 
_ . SeraeeRrS 14.2 15.7 8.0 15.7° 15.2 
Baltimore, Md. 14.9 15.9 9.0 apa 15.5 
umberlan 15.9 16.9 9.0 nen ee 
Washington, D. C 14.9 15.9 9.0 nea 15.8 
Danville, Va 15.4 16.4 9.0 16.3° 15.8 
Petersburg. . . 14.9 15.9 9.0 15.9° 15.2 
Norfolk... 14.9 15.9 9.0 15.9 14.8 
Richmond. -- 14.9 15.9 9.0 15.9 15.2 
Re 15.9 16.9 9.0 17.3° 16.5 
Charleston, W. Va.... 14.9 15.9 9.0 15.8* coee 
PR ciietcccecsue 14.9 15.9 9.0 17.5° sue 
Parkersburg.......... 14.9 15.9 9.0 16.6* ues 
Wheeling............ 16.0 17.0 9.0 16.6* ate 
Charlotte, N.C....... 14:9 15.9 10.0 16.0 15.8 
eee 14.9 15.9 10.0 16.2 15.6 
OS ee 14.9 15.9 10.0 16.5° 15.8 
|” SERS 15.1 16.1 10.0 16.5 15.9 
_ > Oar 4.9 15.9 10.0 16.0 15.3 
Charleston, 8. C...... 14.8 15.8 10.0 ems 14.4 
Cas ascsecccs 9 15.9 10.0 een 16.1 
Spartanburg......... 14.8 15.8 10.0 whats 15.0 
ew Orleans, La...... 12.9 13.9 10.0 34, 3° ikon 
aton ias<cvone 13.9 14.9 10.0 13.9° 
Alexandria........... 14.9 15.9 10.0 15.0*° 
Lake Charles......... 13.9 14.9 10.0 13.8* 
Shreveport........... 14.9 15.9 10.0 15.9* 
New Iberia.......... 14.9 15.9 10.0 14.3* 
Knoxville, Tenn....... 14.1 15.1 10.0 16.4* 
Memphis............ 14.1 15.1 10.0 15.9* 
Chattanooga......... aan ee 10.0 16.3° 
Nashville............ 14.1 15.1 10.0 16.2° 
Little Rock, Ark...... 13.6 14.6 9.5 16.6* 
*Prices apply for kerosine only. 
Heavy Fuels 
No. 4 Fuel No. 6 Fuel 
ca’. «cuccveas suns Koss enscekuctiive ds usveave $3.982 $3.03¢ 
NN 0 cc cinants cab decadockbdukennicetudice 4.34 .23 
Washington, D. C. 1,050 gal minimum.................... 4.63 3.26 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Note: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 ga 
or more : add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ 
above regular. 

#Subject to temporary voluntary allowance of 8¢ bbl. 


(Prices are per imperial gal; to arrive at price per U. 8. 


Imperial Oil 





gal, subtract 1/6th). Fu 
Roget) Gasoline Kerosine (No. 2 Fuel) 
or Ww, Taxes T.W. oe 
Oa, Bela OB i ii bids inicaeves 23.2 17.0 24.7 . 
BN Mic chcheccvcsvaraqabe 22.2 17.0 23.7 ae 
SFA is Beis in natgs/d vce coenkss 22.2 15.0 25.7 o 
Charlottetown, P, E.I............. 23.9 16.0 26.2 vs 
Ontreal, Que........cccecccceces 22.6 13.0 24.6 ae 
Ta cc cudbdakeconsaedss 22.8 13.0 25.1 18 
MONS 4 idcwasecwnd nade 22.8 13.0 25.1 18. 
WOE PDs co ccinccccccsecen 22.6 11.0 28.5 18.4 
PE MNOS dsciccus'ccencccses 25.2 11.0 28.5 20.6 
PIs «0 doa cdisebasts cae 21.9 12.0 25.2 17.1 
Saskatoon, Sask. ..............005 24.8 12.0 27.9 17.4 
Cc i chcddedachceee 21.1 10.0 24.4 16.2 
Edmonton, Alta. 20.6 10.0 23.9 15.7 
Vereeineiity Bs Gu. cick cess icccces 22.6 10.0 25.4 17.1 


Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w.—Nfid., N.S., P-E.I., N.B., Que., 5.0¢ above regular; Ont. 
Man., Sask., Alta., B.C., 4.5¢ above regular. 


(Established tank wagon prices are shown 
below. Some temporary prices may be in 
effect in one or more localities) 


Indiana Standard 


Red Crown Gasoline Standard 
(Regular Furnace Oii 
Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. gal and over 
Chicago, Ill.......... 17.4 19,4 8.0 17.1 16.9 (a) 
South Bend, Ind..... 16.4 18.1 9.0 18.6 17.3 16.3 
Detroit, Mich........ 16.5 18.0 9.0 18.3 16.6 15.6 (b) 
Mpls.-St. Paul, Minn. .... 18.7 8.0 18.7 17.3 (a) 
Des Moines, Iowa... .... 18.0 9.0 18.5 16.9 15.9 
St. Louis, Mo........ rae 17.4 7.5 18.0 16.4 15.4 
Wichita, Kansas..... 16.1 17.6 8.0 16.7 14.9 13.9 
Omaha, Nebr........ enon 18.2 10.0 18.7 16.3 15.3 
Pirgo, N.D......... 17.6 19.1 9.0 19.9 17.2 16.2 
Haron, 8. D......... 17.8 19.3 9.0 19°8 17.6 16.6 
Milwaukee, Wis...... 16.8 18.3 9.0 18.5 17.5 (a) 
(a) See below for prices on larger quantities. (b) 15.4 for 750 gal & over. 
Standard Furnace Oil Stanolex Fuel A Stanolex Fue! C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal and over gal and over gal and over 
Caicago 15.9 15.4 11.8 11.05 10.5 9.75 
Standard Furnace Oil 
100-174 100-349 175-849 850 gal 350 gal 
gal gal gal and over and over 
Mpls.-St. Paul...... 16.3 ' 15.6 15 re 
Milwaukee......... e 16.5 vas 16.0 


Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace oil 
pices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to be 
added where applicable. : . 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


Standard of Cal. 


Prices are tank truck postings, ex al] taxes, ap 
plying for deliveries of 400 gal or more; see 
below for other deliveries. 


Standard 
“Pearl Chevron - — 
Chevron Gasoline oil” Diesel Furnace Stove 
(Regular) Taxes \Kerosine Fuel Oil Oil 
San Francisco, Calif... 18.3 9.0 19.8 14.8 14.8 16.3 
Los Angeles.......... 17.8 9.0 19.3 14.3 14.3 15.8 
SS eS 19.4 9.0 21.8 15.6 15.6 7.1 
Pid ac edsvnedie 19.5 8.0 22.7 16.7 16.7 19.7 
ere 20.7 9.0 22.4 17.3 a wad 
Portland, Ore........ 18.9 9.0 21.8 15.1 ine 
Seattle, Wash........ 19.0 9.5 21.8 15.2 ee 
Se 21.2 9.5 24.6 16.8 we 
TU aces cccesens 19.0 9.5 21.8 15.2 ; . 
Boise, [daho ace ee 9.0 31.6 16.7 16.7 18.2 
Salt Lake City, Utah.. 19.3 9.0 20.7 15.3 13.8° 15.8 
Honolulu, T. H....... 19.4 11.5 20.9 15.6 15.6 aoe 
Fairbanks, Alaska.... 30.2 8.0 37.9 me ae 
MTs an cnnccaaner 20.6 8.0 29.8 


“Standard No. 2 Burner Oil. bis ‘ 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; all T.T. prices are ex- 
Hawaiian gross income tax of 1% to resellers, 2.5% ro consumers. 

Notes: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; ofr 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
3.5¢ higher than Chevron (regular) for quantity delivered at all points. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 

Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal, 


14 for 40-199 gal, 0.5¢ for 200-399 gal. 
(Continued on next page) 
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JSE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 






































EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK | > Tr 
New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 
DEGREE DAY SYSTEMS 39-30n sath st. WOODSIDE 77, N. Y. TWining 8-6666 
April, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 170) 
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Ohio Standard 


Sohio Extron Gasoline (Regular) 
Consumer as Gasoline 





ct Ba os td a te ed Ot ps a td md 
SOSOSBOSSSS SS 
eee ott tt) 
, BBSESSSESSS 

evecococococe 

BKMNMSBKMBSOOSCAVO 
coccoocococoece 


$ ce 1. 2 Funle—Prices ae for 100 gal or mor; fr 60-09 el, a 
i¢; 1-49 gal, add $4. Premiam-qrade prices : consumer t.w. & s.s. 4¢ above regular, re- 
eellers 3.6¢ above regular. 8.8. prices are at Sos company -aperated stations. 





Texas Company 
Fire Chief Gasoline 
neg Kerosine 
Dealer 


San Angelo. . 
Waco 


Port Arthur.. 


Gasoline taxes: 8¢. 


Notes: Prices are for min. 50-gal de- 
liveries. Gasoline—Premium-grade t.w. 
coy 3.5¢ above regular, except El Paso, 

Je pat hy pat Kerosine—Prices apply to 

consumers. 





Continental Oil 


(N.B. Prices are Sostaeunre tank wagon prices. Current selling prices may vary from 
| conditions.) 


those shown because of loca 


Conoco 
Gasoline Gaso- Kero- 
T.W. line sine 
(Regular) Taxes T.W. 
Denver, Cole.. 17.5 
Grand June- 


Taxes: Gasoline taxes 
city canes; earn —_ ooo tar, 


Santa Fe, Cheyenne 3 = Palle 


ly for deliveries of less 


el. deduct 0.5¢; 
wo, gal ie over, wv. deduet 1¢ é 
Notes: eee ommnadg ‘tw. prices 3.5¢ 
above regular. except Utah & Idaho 
premium grade 3. 
*Prices apply to dealers and consumers 
except Oklahoma points where consumer 
prices are 1¢ higher. 


Kentucky Standard 


Crown Gaso- Kero- 
Gasoline line sine 
T.W. Taxes T.W. 

Atlanta,Ga.. 16.4 9.5 
Birmingham, 16.5 
Ala. - 16.3 11.0 16.4 
Jackson. Miss. 16.5 10.0 16.7 

Jacksonville, 

Fila. 10.0 16.5 


ve ueaia 1 
Louisville, Ky. 16.2 10.0 16.7 
Taxes: Birmingham gasoline taxes in- 
elude le Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; 
Mississippi, 0.5¢. 


Gasoline Markets 











Gasoline Consumption by State, September and October 1958 


(American Petroleum Institute Figures) 
———--— ——Month of -—--—_—— — —10 Months Ending With— 
Sept. = Oct. 1958 Oct. 1957 Oct. 1958 Oct. 1957 
Gal 000 Gal. 000 Gal. 000 Gal. 000 Gal. 


——_————— Month of ss 
Aug. 1958 Sept. 1958 Sept. 1957 
000 Gal. 000 Gal. 000 Gal. 
82,373 82, 778 
38,089 
47,427 
544,936 
71,533 


78,510 
36 ,826 
51,862 
493,477 
57 ,336 


70,868 
33,170 
44,104 
439,817 
59,753 


77 ,625 
35,289 
48,539 
458 ,798 


787 ,277 
371,338 
472,899 
4,787 ,746 
579,225 


761,924 
346,516 
457 ,433 
, 573 ,608 
562,208 


California. . . 
Colorado 60, "942 
67 ,234 

yar 17,231 
District of Columbia. oS 16,689 
Florida zs 142,717 
: 54 108 , 661 


59,323 
15,299 
15,150 
120,449 
93,024 


65,951 
16,185 
17,263 
143 ,903 
106 ,279 


61,829 605 ,749 
153,815 
164,823 
, 384,842 
101! ‘898 101; "393 99,279 1,026, 033 999, 405 
28 ,528 
255 ,516 
148 571 
102,934 
92,914 


25,129 23 ,988 
240,231 
138,544 
88,641 
83,773 


25,129 
250,707 
145,311 
108,710 

90,389 


25 ,073 
271,236 
158 ,707 

98 , 802 

80, 438 


23,706 
256 ,593 
150,621 

89,418 
86,116 


232,153 
2,469,939 
1,442,629 

oe 382 

872,381 


223,640 
438, 193 
450,551 
942,571 
870,755 


Illinois... 
Indiana... 


76,319 
79,602 
35,880 
77,200 
126 ,645 


74,193 
75,134 
28,481 
73,739 
113,220 


729 405 
781,795 
269,414 
715,313 
111, 953 1,122,652 


727 ,927 
757 ,911 


Kentucky 
Louisiana 
104/287 113/220 120/218 1,107: 107 
234,144 
126/536 
54.418 
142/844 
35,548 


214,666 207 ,658 214,666 228,177 
121,955 
52,480 
156 ,746 


20,610 


221,625 2,150,314 2,157,964 
1,056,319 
511,259 
1,352,747 
250,806 


Michigan 


Mississippi 
Missouri 
"247, "695 


56,324 
11,781 
18,804 
165,548 
37,470 


507,738 
116,638 
166,285 
1,583,154 
368 , 854 


ada 
New Hampshire 


New Mexico 33, 105 36,160 36, 134 "338 ,793 


New York 326, 154 342,315 352,222 


North eg 


3,343,570 


280; 859 
2,610,948 
847,574 


3,288,918 
1,116,638 
276,402 
2,622,477 
786 ,464 


334,226 
11 


Obishoma.” 84, 935 77,772 84,935 


57,601 
267 ,859 
20,085 


55,472 57,601 
254 , 236 
19,316 
51,315 
34,464 


Oregon 
Pennsylvania . 
Rhode Island 
South Carolina 
South Dakota 


546,586 540,997 
2,645,616 2,593 ,559 
204 ,939 201 ,683 
575,555 564,102 
201,160 284,182 


57,529 


38194 35 505 29,532 28,574 
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Tax Rate* - 1938 Sept. 1958 
Gal. 000 Gal. 











Sept. 1957 
000 Gal. 





(American Petroleum Institute Figures) 











7 104,074 94,224 
5 399,087 409,799 
6 31,327 29,717 
6% 14,247 11,112 
WRG rere dsdverdsnivvingagscce 6 116,192 106,658 
Washiagton..... 6% 94,801 84,013 
West Virginia 6 43,376 46,828 
Wisconsin 6 122,476 111,717 
WES ivcnseecctbierdicsacece 5 20,875 15,988 
Total 48 States and D. of C......... ees 5,399,233 5,074,216 
SE BUNT ic kasicescocecacees 174, 169 169,141 

Change from previous year: 
ZOU CRM boa osccnpeveredasccosdanh - sovheckane +358 ,878 
Percentage change in Daily Average.......6 9 seseseveee +8. 23% 





4,688 ,338 





= Month of- 
Sept. 1958 Oct. 19. 
000 Gal. 000 Gal. 
94,224 86,344 
409,799 410,997 
29,717 30,269 
11,112 11,557 
106,658 112,839 
84,013 90,543 
46,328 42 252 
111,717 115,393 
15,988 14,336 
5,074,216 5,219,037 
169, 141 168 , 356 
ececdennee +293 ,530 
enceaeua ° +5 96% 


*These are state tax rates per gallon. In addition there is the federal tax of three cents (3¢) per gallon. 


Gasoline Prices for 55 U. S. Cities 


_ Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes 
in 55 representative U. 8. cities on Mar. 1, 1959 as compiled by National Petroleum 


Dir. T.W. Ser. Sta. a Ser. Sta. 
(ex tax) (ex tax) (incl. 3¢ federal) (incl. tax) 
Average U.S...... wees 15.83 i-21.05 i- 9.01 i-30.06 
Portland, Me. .. d-11.90 d-15.90 10.00 d-25 90 
Manchester, N. H.. . ; d-14.90 d-18.90 9.00 d-27 .90 
Burlington, Vt. ay 17.30 24.40 9.50 33.90 
Boston, Mass..... d-12.90 d-16. 40 8.50 d-24.90 
Providence, R. 1............ d-12.90 4-15.90 9.00 d-24.90 
Hartford, Conn....... .. d-12.40 d-15.90 9.00 d-24.90 
Buffalo, N. Y. ; 16.10 d-20.90 i- 9.00 1-29.90 
New York, N. Y. 15.90 d-24.90 i- 9.00 i-33.90 
Newark, N. J. . 4-14.20 i-18.90 8.00 i-26.90 
Philadelphia, Pa. ve 12.30 19.90 8.00 27.90 
Wilmington, Del. ‘i 14.90 d-18.90 8.00 d-26.90 
Baltimore, Md. Je 14.90 20.90 9.00 29.90 
Washington, D. C.......... 14.90 20.90 9.00 29.90 
Charleston, W. Va. ppt 14.90 19.90 9.00 28.90 
Norfolk, Va. sivas ooen 14.90 19.90 9.00 28.90 
Charlotte, N. C........-.00 i-15.15 i-19.90 10.00 i-29.90 
Charleston, 8. C............ 15.15 19.90 10.00 29.90 
MI ss fu dnas ceccban 14.90 20.40 9.50 29.90 
Jacksonville, Fla............ 14.90 19.90 10.00 29.90 
Birmingham, Ala........... 15.90 20.90 11.00** 31.90 
ee 16.50 21.50 10.00 31.50 
Memphis, Tenn............. 14.10 18.90 10.00 28.90 
ee RS ee 15.90 20.90 10.00 30.90 
Cleveland, Ohio... .. , 16.10 20.90 8.00 28.90 
Cincinnati, Ohio............ 14.40 18.90 8.00 26.90 
Indianapolis, Ind.......... d-12.40 d-16.90 9.00 d-25.90 
| ee eee 16.60 23.00 8.00 31.00, 
Detroit, Mich...........+0. 13.20 19,20 9.00 28.20 


News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease 
as compared with Feb. 1, 1959. Tax col. indicates only motor fuel taxes levied as such. 


Milwaukee, Wise... ...... 
Twin Cities, Minn.......... 
Fargo, N. D........ 

8 | ae errr 
Omaha, Neb... .........++- 
Des Moines, Ia............. 


Oh. Re BI ss ccccdecdes 
Lh eee 
yh er 


Little Rock, Ark............ 
New Orleans, La............ 


ere 


Homstam, Teti... coo cccecccee 
El Paso, Tex.. penebeded 
Albuquerque, N. M......... 


Denver, Colo............+++ 
Cheyenne, Wyo............- 
Great Falls, Mont.......... 


Pee 
Salt Lake City, Utah....... 
BGA, FR os 5 ccccscccesesse 


i rer 
Los Angeles, Calif..... 
San Francisco, Calif. 


Partianl, O00. «.<oiccesecsss 
Gentle, Watisc cccncccercee 
Spokane, Wash............. 





*Includes 0.5¢ city tax. **Includes 1¢ city tax. ***Includes 1.5¢ city tax. 
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Why do oil market- 
ers read National | 
Petroleum News? 


Because it's full of 
useful money- 
making manage- 


ment ideas 














April, 1959 + NATIONAL PETROLEUM NEWS 


(To obtain more data on advertised products see page 170) 








541 


GASOLINE MARKETS 





















































About Oil People 





Braeckel Hoar 


Mackenzie 


Bassett 


Here's Sinclair's New Top Management Lineup 


HEADING THE LIST of important 
changes at Sinclair Refining Co, is 
Marc F. Braeckel, former director of 
marketing and executive vice president, 
now chairman of the board. 

Braeckel joined the Sinclair organi- 
zation in 1930 with Richfield Oil Corp. 
of New York and became its president 
in 1948. At Sinclair, Braeckel was as- 
sistant general sales manager, then 
manager of wholesale sales. Since 1954, 
he has been director of marketing and 
a director of the parent company, Sin- 
clair Oil Corp. 

Leo J. Hoar, former vice president 
and general sales manager, eastern re- 
gion, moves up to succeed Braeckel as 
marketing director, Hoar joined Sin- 
clair as a salesman in Worcester, Mass., 
in 1934. After serving in various capaci- 
ties throughout Sinclair’s marketing re- 
gions, he was named southeastern dis- 


NEWS NOTES 


trict manager in 1949. In 1952, he was 
named assistant general sales manager; 
he was elected a vice president in 1954. 

Louis W. Leath, former vice president 
and general sales manager, western re- 
gion, was elected vice president of Sin- 
clair Oil Corp., the parent company. 
He’s been with Sinclair since 1922, was 
named eastern district sales manager in 
1951, became general sales manager in 
1952 and has been a director since 1955. 

Sinclair Refining’s president, Thomas 
Kimball, also announces that the 36- 
state marketing area has been realigned 
into three regions instead of the former 
two. The realignment was made to 
handle expanding sales operations and 
to streamline communications between 
the home office and the field. 

B. P. Mackenzie becomes eastern re- 
gional general sales manager and also 
was elected a vice president. He re- 


mains in New York. Sales manager ot 
the eastern division since 1953, Mac- 
kenzie was area manager in Washington, 
D. C., for ten years before that. 

E. J. Bassett, former southeastern 
division manager in Atlanta, takes over 
as general sales manager of the western 
region, headquartered in Kansas City, 
Mo. He, too, becomes a vice president. 
With Sinclair since 1933, he became 
assistant sales manager, central division, 
in 1953 and rose to his most recent 
position four years later. 

W. D. Cross, head of marketing op- 
erations in the Chicago-Great Lakes 
area since 1954, becomes central region 
general manager. A vice president since 
1954, Cross held various marketing 
positions in Indianapolis, Cleveland, 
Philadelphia and Ft. Worth before mov- 
ing to Chicago where he is still head- 
quartered. 





Dan Lundberg has resigned from 
California Petroleum Marketers Council 
after seven years as executive secretary 
and public relations counsel. He'll be 
retained as public relations counsel. 

Richard Brehme, Lundberg’s assistant 
in the northern office at Berkeley for 
the last three years, succeeds him. 

At the CPMC meeting, Carroll Riggs, 
Union consignee at Dinuba, was elected 
president. He succeeds Wallace H. 
Nickell, Western Hyway, West Sacra- 
mento, elected president of CPMC’s 
jobber division. Leonard Phelps, Signal 
consignee at Stockton, was elected 
northern vice president; Jerry Shipkey, 
Richfield distributor in Anaheim, south- 
ern vice president. New board members 
are: G. A. Powell, Rio Grande dis- 
tributor, Vernon; Ted Simas, Simas 
Bros., Ashland jobber; Thomas Lopes, 
Signal distributor, San Jose; and John 
Hawkins, Bankline distributor, San Jose. 

& 

Jack Tighe, former manager of the 
Detroit Tigers, was named public re- 
lations manager for Naph-Sol Refining 
Co. His principle objective will be to 
stimulate greater interest in athletics on 
the part of the younger generation. 

e 


Cities Service Oil Co. (Pa.) announces 
a series of new appointments in the 
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sales department of its expanding Boston, 
Mass., region. R. J. Borden, formerly 
sales manager, is TBA manager. A. Hen- 
derson, former operations manager, is 
assistant region manager. K. A. Koops, 
assistant manager of the Newark divi- 
sion, is wholesale and agency sales man- 
ager. D. A. Leary, formerly wholesale 
sales representative, New York region, 
is Rhode Island district sales manager. 
T. J. McGrath, formerly manager of the 
Massachusetts division, is consumer sales 
manager. D. P. O’Hara, former consumer 
sales manager of the Newark division, is 
service station sales manager. 
* 

Continental Oil Co. has moved its 
Butte, Mont., marketing division head- 
quarters to Billings, Mont. Renamed the 
Billings division, it now includes 
Wyoming, formerly part of the Denver 
division, in addition to Montana. Key 
personnel changes are: 

J. L. McCulley, former Albuquerque, 
N. M., division manager, becomes man- 
ager of the new division. 

Willis Johnson, stays on as a division 
manager at Butte, handling special as- 
signments throughout the Rocky Moun- 
tain region. 

John W. McCulley, former assistant 
division manager at Butte, becomes mar- 
keting operations manager for the Rocky 
Mountain region, headquartered at Den- 


ver. He succeeds H. F. van der Voort, 
recently transferred to headquarters mar- 
keting department at Houston, Tex. 

Roland H. Phillips, assistant division 
manager at Denver, remains as regional 
manager, costs and pricing, a new posi- 
tion. 

G. B, Wilhelm, Jr., assistant credit man- 
ager at Ft. Worth, Tex., has the new 
post of credit manager for the Rocky 
Mountain region, Denver. 

G. L. Kelso, division administrative 
assistant at Albuquerque, becomes ad- 
ministrative assistant to the regional mar- 
keting manager at Denver, a new post. 

E. M. Adams, Greeley, Colo., district 
manager, becomes sales development 
manager for the Billings division. 

Wilson Frost, Casper, Wyo., district 
manager, becomes Albuquerque district 
manager. He succeeds E. S. Lyell, trans- 
ferred to Helena, Mont., as district man- 
ager. Waldo C. Burnett succeeds Frost. 


6 

Stanley G. Courtney, who sold his 
interest in Power Oil Co., Lexington, 
Ky., to Shell Oil Co. late last year, is 
in Fort Meyers Beach, Fla., where he 
may locate permanently. He attended 
the January meeting of the Kentucky 


Petroleum Marketers Assn. and was 
made an honorary lifetime member of 
the association. 

(Continued on page 197) 
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ROYAL GAS PUMP HOSE 








THE HOSE THAT GOES...with every gas pump! 


The new Royal* Gas Pump Hose is one “Two-Timer” that 
“goes steady” with both the external drape type and the in- 
ternal retractable type of gas pump. What’s more, it’s a 
“love affair” that outlasts all others and handles with ease in 
fair weather or foul, in spite of the roughest kind of abuse. 

Flexing tests have shown that U. S. Royal Hose lasts 2% 
times longer than normal hose... because it has an all-metal 


Mechanical Goods Division 


braid carcass. Never cracks or blisters, stays flexible even in 
sub-zero temperatures. 

This hose is a time-and-money saver for you. It suits all 
pumps. You keep your inventory down because you don’t 
have to stock all the various hose types when this one is built 
for all pumps. Get this hose from your Oil Equipment Jobber 


*Underwriter’s approval 


or write to address below. 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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Knickerbocker Ice Co., Long Island City, N. Y. 


Successful distributors pick 


MACK [IN trucks for top performance 
under demanding metropolitan conditions... 


Fuel oil distributors in the New York area 
report that the new Mack Model N’s have 
everything needed for strenuous schedules in 
congested areas. Compact cabs. . . axle loca- 
tion for ideal weight distribution . . . the 
ultimate in easy handling, short turning radius 
and panoramic vision for swift maneuvering 


IURNERS E / | M | and fast parking . . . matchless reliability and 
: 4 r : - RT traditional Mack fuel economies. All this, plus 
Mack-built stamina and long life, add up toa 
safe, strong, smooth-handling performer that’s 
a profit-building addition to any operation. 
Mack Trucks, Inc., Plainfield, New Jersey. 
In Canada: Mack Trucks of Canada, Ltd. 





MAC K 


F ERs FT NAME FOR 


TRUCKS 


Wm. J. Kinsella Fuel Oil Corp., Brooklyn, N. Y. 





Fuel Oil Council 


Announces Lineup 


Dave Barrett of Esso Standard Oil 
Co. is chairman of the heating oil in- 
dustry’s new promotional agency, Na- 
tional Fueloil Council. 

Wiley Butler, Coastal Oil Co., Ne- 

*  wark, N. J. is vice 
chairman; Charles 
E. Kramb, Gulf Oil 
Corp., is treasurer; 
Robert Gray, for- 
mer director of 
Oil heating Market 
Reports, is presi- 
dent, and Fred S. 
Burroughs is sec- 
retary. 

Directors include 
all officers, except 
Burroughs, and the 
following from major and independent 
suppliers: J. L. Minner, Shell Oil Co.; 
C. M. Btickensderfer, Sinclair Refining 
Corp.; Len Marshman, Mobil Oil Co.; 
A. G. Griswold, Cities Service Petro- 
leum, Inc.; E. D. Walter, Atlantic Re- 
fining Co.; William Morris, California 
Oil Co.; K. E. Gardner, Phillips Petro- 
leum Co.; W. Chalmers Burns, Hartol 
Petroleum Corp.; and Henry L, 

Schwartz, Paragon Oil Co., Inc. 

Jobbers on the board are: John W. 
Scott, Buckley & Scott, Watertown, 
Mass.; Bill Kenny, Meenan Oil Co., 
New York City; Fred C. Haab, F. C. 
Haab Co., Philadelphia; Francis J. 
Schuster, Troy Oil Co., Indianapolis; 
Julius Loeffler, Commerce Petroleum 
Co., Chicago; and Myles F. Hall, Como 
Oil Co., Duluth. 


* 

Wat Tyler of The Wat Tyler Co., 
Waltham, Mass., is this year’s chairman 
of Boston Better Home Heat Council. 
He succeeds Lester Godwin, General 
Oil Co., Medford. 

Charles Andrias of Geo. W. Pickering 
Co., Salem, and Thomas Doy!e of Doyle 
& Long, Wollaston, are vice chairmen, 
with Bob Cullen, secretary-treasurer. 

7 
Antonio D. Sa- 
bia, People’s Oil 
Co., Stamford, 
heads up the Better 
Home Heat Coun- 
cil of Southwestern 
Connecticut for the 
new year. He suc- 
ceeds Charles Rob- 
inson. 
Other officers of 
the oil-heat promo- 
Sabia tion group are 
Louis Harris, Har- 
ris & Gans, Norwalk, vice president, 
and M. Muchinsky, Home Oil Co., New 
Canaan, treasurer. 
* 

Regis L. Plante of Braun Brothers, 
Winnetka, Ill., was elected president of 
Chicago Oil Burner Assn, 
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ENJOYING A BREAK between classes at Colorado Petroleum Marketers Assn.’s 
management institute are: Gordon Bussey, Bay Petroleum Corp., Denver; Paul Brad- 
ley, president of the association and of Hill Oil Co., Bay jobbership at Colorado 
Springs; Don Alsup, Bay Petroleum Corp.; and Dick Bradley, Hill Oil Co., Bay 
jobbership at Fort Morgan. Dick and Paul are brothers. 





Hoppock 


Shell Oil Co. has 
named three new 
managers of mar- 
keting divisions, 
each succeeding a 
division manager 
retiring June 30. 

In Sacremento, 
E. F. McGee, 
sales manager of 
the Detroit divi- 
sion since- 1956, 
succeeds H. H. 
Bailey. McGee 
joined Shell in 1946 and has been sales 
supervisor in the Minneapolis-St. Paul 
district, district manager in Hartford and 
operations manager of the Albany divi- 
sion. 

In Minneapolis, J. S. Hoppock, op- 
erations manager of the St. Louis di- 
vision since 1956, succeeds R. T. Seidel. 
With Shell over 20 years, Hoppock was 
sales supervisor at Sewaren, N. J., and 
at Santa Monica, Calif., district manager 
at Stockton, Calif., and sales manager 
of the Detroit division. 

In Chicago, F. H. Staub, sales as- 
sistant to the vice president of the mid- 
western marketing division since 1957, 
succeeds H. J. Underwood. Staub joined 
Shell in 1937 as a salesman at Elmira, 
N. Y., and progressed through district 
manager assignments in Albany and 
Akron to sales manager in the Min- 
neapolis and St. Louis divisions. 

Shell also announces changes in dis- 


Staub 
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trict managers. R. W. Baker, manager 
of the Oakland, Calif., district, trans- 
ferred to St. Louis as division operations 
manager. John McDougal, former 
Fresno, Calif., manager, takes Baker’s 
place in Oakland. George H. Peterson, 
San Francisco district sales supervisor, 
takes McDougal’s post at Fresno. 
Malcolm H. Love, district sales super- 
visor at Fresno for two years, returns to 
Honolulu after his Fresno stint and be- 
comes Honolulu district manager. 
7 


Charlie Justice of Justice-Wright. 
Henderson, N. C., Phillips jobbership, 
is the subject of a new book Choo-Choo. 
Justice was 1949 All-American tailback 
for the University of North Carolina. 

- 


William S. Jones, Jones Airline Oil 
Co., Kennett, Mo., was re-elected presi- 
dent of the Missouri Petroleum Assn. 
Also slated to serve second terms are: 
Paul A. Finck, Paul Finck Oil Co., 
Union, vice president; Roy W. Blair, 
Lincoln Oil Co., Troy, treasurer; and 
John Rupp, John Rupp Oil Co., 
Chillicothe, honorary secretary. 

Two new directors are Austin K. 
Mutz, Mutz Oil Co., Maryville, and 
Jack Webster, Webster Oil Co., Spring 
field. 

The Oil Men’s Club of Kansas City 
elected A, L. (Pat) Ma‘len, regional 
manager, Skelly Oil Co., president; 
Max O. Fisher, Phillips Petroleum Co.., 
first vice president; Roy G. Glass, 
Socony Mobil Oil Co., second vice 
president; and J. C. Miller, Cities Serv- 
ice Oil Co., secretary. 

In Louisville, the Oil Men’s Club 
chose Charles D. Sausser, division man- 
ager, Ohio Oil Co., president; R. C. 
Seames, Gulf Oil Co., first vice president; 
F. C. Heerde, Sun Oil Co., second vice 
president; Phil S. Crutcher, Jr.. secre- 
tary; and R. L. Crawford, Standard Oil 
Co. (Ky.), treasurer. For the first time 
the Club presented honorary life mem- 
berships. Recipients were C. H. (Jack) 
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Sohio Switches Top Executives 


Charles E. Spahr, president of Stand- 
ard Oil Co. (Ohio), becomes chief 
executive officer April 1, while Clyde T. 
Foster continues as chairman of the 
board, retaining his responsibilities for 
the company’s public relations. 

Samuel H. Elliott, vice president of 
marketing since 1950, is one of four 
advanced to the newly created positions 
of senior vice president. He'll be in 
charge of exploration and production. 

Joseph D. Harnett comes in as the 
new marketing vice president reporting 
directly to the president. With Sohio 
since 1941, he was vice president of 
transportation prior to joining the mar- 
keting department last fall. 

Elliott B. McConnell, vice president 
of manufacturing, becomes senior vice 


president, manufacturing and research. 
Dr. Everett C. Hughes is manager of 
the new research department, and Alex- 
ander B. Clarke, manager of the manu- 


facturing department. 


Richard C. Sauer, vice president of 
supply and distribution, becomes senior 
vice president, supply and transportation. 
J. Frank Wilson, vice president, crude oil 
supply and sales, and Henry W. Pattison, 
manager of the transportation depart- 
ment, report to Sauer. So does Joseph A. 
Stoll, manager, supply and distribution 


department. 


Alfred E. Wolf, vice president, fi- 
nance, is the fourth-named senior vice 
to head the 
finance department and becomes respo- 


president. He continues 


sible for the accounting department. 





P. Vincent Sullivan, president, Puritan 
Petroleum Products and Richmond Mo- 
tor Fuels Inc., both of Staten Island, 
N. Y., has been named deputy motor 
vehicle commissioner in the New York 
City office. Unsuccessful candidate for 
Staten Island borough president in 1957, 
he is now vice-chairman of the Repub- 
lican Advisory Committee in New York 
City. 


Don Swanson, formerly Vickers Pe- 
representative in 
western Kansas, was named Kansas di- 
vision sales manager at Hutchinson as 
part of Vicker’s retail sales department 
expansion. Added to the staff were Don 
Cuthburtson, formerly with Cato Oil & 
Grease Co., Oklahoma City, and H. D. 
Hamilton, formerly with Continental Oil 


troleum Co.’s sales 


Co.’s Kansas City and Colby divisions. 








HAVE TOMORROW'S STATION TODAY WITH 


“GASILE’”’ 


STEEL 


FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 


WRITE FOR INFORMATION OR PRICES 
ww. B. GOODE COMPANY, INC. 


PHONE ELGIN 9-4470 ° 


2915 WEST LEIGH STREET °* 


RICHMOND 21, VIRGINIA 








Exact Reproduction of Anyone’s Calling Card, Signature or Emblem 


Engraved Forever on Lifetime 


CUFF LINKS - TIE BAR 


Give the gift that’s refreshingly new! A gift that compliments and 
flatters the recipient! 


Minney Ganonnew 


a weet 
ne somrasntes 
gueven & Coneeny en eeee 
oom * 


Exquisite custom-made Executive Jewelry, 


uniquely personalized to order. In rich, luxurious Satin Silver or 


W. DRESDEN é ASSOCIATES, Manufacturers 
Dept A-25, 179 W. Washington, Chicago 2, Illinois 


Gold Plate finish. Lifetime gift, lifetime remembrance. 


Perfect for employee awards—customer good will gifts. 
Handsomely gift boxed. Send calling card or signature 
you wish reproduced, Check with order if not rated. Allow 
2 weeks for delivery. Satisfaction guaranteed. 





Cuff Links 
Satin Silver Finish. .$7.95 pr. 
Gold Plate Finish... 8.95 pr. 
Discounts start at 16 sets. 
All prices plus 10% Fed. Tax. Shipped Postage Paid. 


Tie Bar 
$4.95 ea. 
5.50 ea. 


Money Clip 
$6.50 ea. 
%, 7.50 ea. 
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lowa’s new man 


A LOYAL NATIVE son, a businessman 
with an eye to the future, a strong 
association booster. and an enthusiastic 
spectator at amateur sports events—that’s 
John L. Petersen, new president of the 
Iowa Independent Jobbers Assn. 

An lYowan— Petersen was born in 
Wyoming, Iowa, in 1910 and has. lived 
in the state all his life. Get him started 
on what tourists should see and do in 
Iowa and you'll find he’s a good travel 
agent—enthusiastic and knowledgeable. 
A special favorite is the seven small 
villages of the Amana Society founded 
as a communal settlement and now run 
as a profit-sharing cooperative. 

A Businessman—Head of Hawkeye Oil 
Co., Gulf jobbership in Cedar Rapids, 
Petersen believes businesses can’t stand 
still—they grow or die. In the last two 
years he’s built four new service stations 
and remodeled another. Current plans 
call for three or four more stations. 
Hawkeye supplies 15 stations now—five 
company owned and operated, three 
leased and seven owned by independent 
dealers. Gasoline gallonage runs about 
1.5-million, with an equal amount of 
fuel oil. Three bulk plants in Cedar 
Rapids and two country bulk plants run 
on a commission basis handle the volume. 

Petersen started his career in 1933 
as a station dealer in Oxford Junction. 
In 1936 he became a commission agent 
for Mid-Continent (now D-X Sunray) 
in Lisbon. 

Mrs. Petersen’s brother, J. D. Finne- 
gan, had founded Hawkeye in 1922. 
When he died in 1945, Petersen bought 
the business. 

An Association Man—Vice president 
of the Iowa jobber group the last two 
years, the new president has been an 
association member ever since he was 
first eligible. “Today it’s part of your 
business to belong to an association,” he 
says. “A jobber cannot afford not to 
belong.” In support of his belief, he’s 
launching a new campaign to bring 
more jobbers into the fold. (Almost half 
of TIowa’s 902 distributors still aren’t 
association members.) 

And a Sports Enthusiast—Petersen ad- 
mits he’s spent a good part of his 
leisure time “running from a wrestling 
match at one school to a_ basketball 
game at another.” He’s a true sports 
fan, but with a special enthusiasm—he’s 
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been cheering for his children and their 
teams. Don, 22, just graduated from the 
University of Iowa; Jon, 19, is a fresh- 
man there; Gale, 17, is a high school 
senior. His wife, Wilma, gets just as 
much of a kick out of all the activity 
and she knows her players, scores and 
cheers as well as he does. 

When he’s a participant, not a spec- 
tator, Petersen may be found with a 
fishing pole or a golf club in his hand. 

Other new officers of the Iowa job- 
bers group are: Claude Sheldon, Red 
Line Oil Co., Thurman, vice president, 
and James J. Joyce, Super Oil Co., 
Keokuk, treasurer. Directors are: J. E. 
Herriott, Iowa City, past president; 
Harold Dicky, Packwood; B. M. Fahey, 
Rainbo Oil Co., Dubuque; Mark Young, 
Mark Young Oil Co., Charles City; R. B. 
Ritter, Ritter & Rundle Oil Co., Water- 
loo; Joe Lahr, Lahr & Mottet Oil Co., 
Ottumwa; Henry Hugen, Oskaloosa Oil 
Co., Oskaloosa; Miles Mills, Jr., OILS, 
Inc., Des Moines; H. E. Carpenter, 
Superior Oil Co., Des Moines; C. L. 
Torreson, Torreson Oil Co., Walling- 
ford; E. E. Legue, Livermore Oil Co., 
Livermore; Jerry Finnerty, Finnerty Oil 
Co., Exira; Glen Kerker, Kerker Oi! Co., 
Storm Lake; and M. E. Thoreson, 
Thoreson Oil Co., Spirit Lake. 

* 

Lee Eisenberg has been named execu- 
tive secretary of Connecticut Petroleum 
Assn., succeeding Larry Edwardson, who 
held the post for six years. CPA’s office 
is now at 179 Allyn St., Hartford. 


Deaths... 


Harry D. Collier, 82, former president 
and board chairman of Standard Oil 
Co. of California, died Jan. 30. Collier 
joined Standard in 1903 and became 
president in 1940, heading the company 
during the critical war and early post- 
war years. He was chairman from 1945- 
50 and continued as a director and 
chairman of the finance committee until 
1955. He was also active in civic affairs. 
At the time of his death he was active 
in the Republican party and was state 
treasurer of the American Cancer Society. 


’ 
George J. Eagan, 40, president of 
Davos-Eagan Oil Corp., Buffalo, N. Y., 
died Feb, 17. Prior to forming his own 
company, he was associated with Davis- 
Holland Oil Corp. of Rochester. 
a 
Benjamin L. Dubb, 71, president of 
Port Petroleum Corp., Albany, died Feb. 
16 in Miami Beach while on vacation. 
He was also an officer and director of 
Port Terminal Corp., East Greenbush, 
and Olixir Corp., Green Island. 








MR. LUBE SAYS— 


A.F.S. 
CG is NEW 


Only ARO has it! 
SEE PAGE /41 
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SELL MORE CONSUMER ACCOUNTS WITH BENN 


Slezte 


Handsome Fleet Jr. pumps will help 
you open new consumer accounts. 
These modern, efficient pumps 
bring your customers 3-way fueling 
economy... 

1. Accurate control of fuel costs 

2. Easier, faster, safer refueling 

3. Padlock provision ends pilferage 


And Fleet Jr. pumps are inexpensive 
for you to operate and maintain! 
Heavy gage steel housing over strong 
welded chassis withstands rough 
treatment. Working parts easily ac- 
cessible for inspection, adjustment. 


Get higher volume deliveries and 
more business from the pump that 
saves two ways — less maintenance 
for you; more fueling economy for 
your customers. See your Bennett 
representative. 


© DIRECT DRIVE ROTARY VANE PUMP 
© HORIZONTAL REGISTER 


© PERFECT DIAL READABILITY— 
REGARDLESS OF VEHICLE SIZE 


© BUILT-IN STRAINER AND CHECK & 
BY-PASS VALVE 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION e MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto © Montreal * Winnipeg * Vancouver 


(To obtain more data on advertised products see page 170) 
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Coe, retired from The Texas Co., and 
George C. Green, retired from Gulf 
Oil Co. 





* 
James W. Moore, vice president and 
general manager, Kellogg Oil Co., was 
selected 1958’s Outstanding Young Man 
in Monroe (La.) by the Monroe Junior 
Chamber of Commerce. 
© 

M. J. Anton, vice president, sales, has 
been made a member of the board of 
directors of Suburban Propane Gas Corp., 
independent LP-gas distributors. 

* 

A. B. Penny, assistant manager of 
Humble Oil & Refining Co.’s advertis- 
ing and public relations department, 
is recuperating from a heart attack suf- 
fered in January. 


Thomas §S. Horrocks, general sales 
manager since April 1957, has been 
elected a director of Sun Oil Co. John 
B. Plumb, marketing coordinator, has 
been named assistant to the marketing 
vice president. Earl W. Hess becomes 
manager of the general marketing op- 
erations department. 

Sun also announces that Samuel O. 
Southard becomes manager of the Buf- 
falo, N. Y., sales district, succeeding 
the late Joseph H. Coon (NPN—Feb. 
p210). James W. Daniels, formerly mer- 
chandising manager of the Empire State 
sales region at Syracuse, succeeds 
Southard as manager of the Norfolk, 
Va., district. Albert F. Cariello becomes 
retail sales manager in the Empire State 
region, while Emory M. Osgood be- 
comes retail sales manager of the cen- 
tral sales region headquartered at Pitts- 
burgh. Osgood succeeds David H. 
Durham, recently appointed manager of 
the Chicago district. Charles F, Hof- 
mann, retail sales manager of the New 
England sales region at Boston, succeeds 
Osgood as manager of the River Rouge, 
Mich., district. Caleb L. Hodsdon be- 
comes merchandising manager of the 
New England region. 

* 

C. L. Hamer, formerly district sales- 
man at Moses Lake, Wash., was named 
manager of the Spokane, Wash., sales 
division by Phillips Petroleum Co. E. 
E. Tolstrup, former city manager and 
marketing assistant, was named division 
director of sales development. Royal 
Wagar, dealer salesman, was named city 
salesman. D. E. Hamilton, former city 
salesman, was named district salesman 
at Helena, Mont. 
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Still very much a jobber 


“POLITICS gets in your blood,” says 
L. B. “Pop” Jennings, a Shell jobber in 
Tullahoma, Tenn. 

Last fall he masterminded a cam- 
paign that elected a Tennessee governor. 
Last month Jennings himself took of- 
fice as commissioner of employment 
security for Tennessee. His job, he says, 
is to find jobs for the unemployed and 
write checks for those temporarily out 
of a job. 

Jennings reports he is still very much 
an oil jobber, even though these days 
it’s a weekend-only business. He left his 
Highland Oil Co. in the hands of his 
partner-brother, A. C. Jennings, in 1952, 
Pop’s first year in the Tennessee legisla- 
ture. He hasn’t been a full time oil 
jobber since. 

One term followed another for a total 
of six years in the legislature. Then this 
past fall, Jennings’ political and_per- 
sonal friend, Buford Ellington, decided 
to run for governor and asked Jennings 
to manage his campaign. Jennings ac- 
cepted and got his man elected. 

Before Jennings could get back to his 
oil jobbing, or to another legislative 
campaign, the governor-elect named him 
commissioner of employment security. 

Although Jennings expects to travel 
quite a bit in his new job—within Ten- 
nessee, to national conferences, and to 
coordination meetings in Washington— 
he hopes to be able to stay near his 
home and his private business most of 
the time. “Most days,” he says, “I'll 
commute the 65 miles from Tullszhoma 
to Nashville.” 

Jennings will keep a check on the 
oil business and on his 680-acre Tulla- 
homa farm on alternate weekends. Busy 
as he is, he'll keep up his oil associa- 
tions. “I missed last year’s NOJC meet- 
ing because I was in the middle of a 
pretty hot political campaign,” he says. 
“But I’m sure planning on making the 
1959 meeting.” 

e 


L. A. Madden, district manager, At- 
lantic Refining Co., Jacksonville, Fla., 
has transferred to Baltimore, Md., as 
district manager. G. W. Brown, former 
direct marketing manager in the south- 
ern marketing region headquartered at 
Charlotte, N. C., succeeds Madden. 


O. H. (Art) Muller, Jr., has joined 
Wilshire Oil Co. of California in the 
newly created position of manager, re- 
tail sales. Former vice president and 
director of Macmillan Oil Co., Muller 
is responsible for coordinating and di- 
recting all retail sales, including the 
formulation of retail marketing policies 
and supervision of all direct retail ac- 
tivities. Before joining Macmillan. 


Muller held marketing posts with Pure 
Oil Co., Richfield Oil Corp. of New 
York and the California Co. 

* 


H. H. Flynn, 
manager of Stand- 
ard Oil Co. of 
California’s distri- 
bution department 
since its reorgani- 
zation during 
World War II, has 
retired after 48 
years. He joined 
the manufacturing 
department in 1911 
and moved to dis- 
tribution in 1924. 

Flynn, cooperating with the state of 
California, worked out the Peiroleum 
Civil Defense plan for the state in 1952 
and was appointed state petroleum ad- 
ministrator. 

” 

Ellis J. McClan- 
ahan has retired 
as marketing di- 
rector, Standard 
Oil Co. of Cali- 
fornia, and as 
board chairman of 
the marketing sub- 
sidiary, | Western 
Operations, Inc. 

McClanahan 
joined Standard in 

McClanahan Seattle in 1912 

and later was sent 
to Alaska as a pioneering salesman on a 
“floating bulk plant.” After stints in 
Astoria, Ore., Seattle and Honolulu he 
became assistant general sales manager 
in the home office in 1931. In 1932 he 
was named. manager of advertising and 
sales development. By 1941, Mc- 
Clanahan was president of Standard 
Stations, Inc., and soon became general 
sales manager of Standard of California. 
He was named marketing vice president 
in 1943 and was a key figure in the 
first “exclusive dealing” case in 1948 in 
which Standard’s arrangements with its 
dealers was challenged. 

When Western Operations, Inc., was 
formed in 1954, McClanahan became 
its president and board chairman. Last 
spring he moved to the parent company 
as marketing director, coordinating mar- 
keting policies and practices of all op- 
erating companies, but retaining chair- 
manship of Western Operations. A new 
chairman will be named later. 

O. N. Miller, vice president, research 
and refining operations, succeeds Mc- 
Clanahan on the board of directors of 
the parent company. 
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Coming Meetings 


APRIL 


Empire State Petroleum Assn., annual meet- 
ing, Hotel Astor, New York City, Apr. 5-7. 


Oil Industry TBA Group, western division, 
8th annual meeting, Biltmore Hotel, Santa 
Barbara, Apr. 6-7. 


North Carolina Oil Jobbers Assn., manage- 
ment institute, University of North Carolina, 
Chapel Hill, Apr. 12-17. 


Georgia Oil Jobbers Assn., annual meeting 
aboard M. S. Italia sailing from Charleston, 
S. C., to Nassau, Apr. 13. 


Independent Oil Men’s Assn. of New Eng- 
land, annual meeting, Statler Hotel, Boston, 
Apr. 14. 


National Petroleum Assn., semi-annual meet- 
ing, Hotel Cleveland, Cleveland, Apr. 15-17. 


American Society of Lubrication Engineers, 
annual meeting and lubrication exhibit, 
Hotel Statler, Buffalo, Apr. 21-23. 


Natural Gasoline Assn., of America, 38th 
annual convention, Baker and Adolphus 
Hotels, Dallas, Apr. 22-24. 


Colorado Petroleum Marketers  Assn., 
semi-annual meeting, Petroleum Club Build- 
ing, Denver, Apr. 23. 


Assn. of American Battery Manufacturers, 
semi-annual meeting, Hotel Americana, Bal 
Harbour, Miami Beach, Fla., Apr. 23-25. 


Assn. of Eastern Petroleum Credit Mana- 
gers, annual meeting, Statler-Hilton Hotel, 
Buffalo, Apr. 27-29. 





YOU CAN WIN 


A $2000 
AUTOMOBILE 


Oil-Heat Institute of America, 37th annual 
convention and management conference, 
Olympic Hotel, Seattle, Apr. 28-May 2. 


Western Petroleum Refiners Assn., south- 
west regional-technical-industrial relations 
meeting, Hotel Paso Del Norte, El Paso, 
Apr. 29-30. 

Oil Industry TBA Group, Central section, 
annual convention, Chase Hotel, St. Louis, 
Apr. 30-May 1. 


MAY 


Tennessee Oil Men’s Assn., spring meeting, 
Andrew Johnson Hotel, Knoxville, May 3-S. 


Independent Petroleum Assn. of America, 
semi-annual meeting, Westward Ho Hotel, 
Phoenix, May 3-5. 


National Tank Truck Carriers, annual meet- 
ing, Shoreham Hotel, Washington, D. C., 
May 3-6. 

Liquefied Petroleum Gas Assn., annual meet- 
ing and trade show, Conrad Hilton Hotel, 
Chicago, May 3-6. 


API, Lubrication Committee, San Marcos 
Hotel, Chandler, Ariz., May 4-6. 


Indiana Independent Petroleum Assn., spring 
meeting, Country Club, South Bend, May 5-6. 


»Connecticut Petroleum Assn., ninth annual 
convention and trade show, Hotel Statler- 
Hilton, Hartford, May 7. 


North Carolina Oil Jobbers Assn., annual 
spring convention, The Carolina Hotel, Pine- 
hurst, May 10-13. 


Pennsylvania Petroleum Assn., annual spring 
meeting, Hotel Bedford Springs, Bedford, 
May 10-12. 

Gasoline Pump Manufacturers Assn., annual 
meeting, The Greenbrier Hotel, White Sul- 
phur Springs, W. Va., May 11-13. 

Oil Industry TBA Group, Canadian sec- 
tion, Royal York Hotel, Toronto, May 14. 
Louisiana Oil Marketers Assn., annual meet- 
ing, Hotel Roosevelt, New Orleans, May 
15-17. 

Virginia Petroleum Jobbers Assn., annual 
meeting, Hotel John Marshall, Richmond, 
May 18-19. 

Virginia Oil Men’s Assn., annual meeting, 
Hotel John Marshall, Richmond, May 20. 
National Oil Jobbers Council, mid-year 
meeting, Ft. Des Moines Hotel, Des Moines, 
May 24-27. 

API, Fuel Oil1 Committee, Elms Hotel, 
Excelsior Springs, Missouri, May 27-29. 
API, Marketing Division, mid-year meeting, 
Savery Hotel, Des Moines, May 27-29. 
Fifth World Petroleum Congress and ex- 
position, the Coliseum, New York City, May 
31-June 6. 


JUNE 


Eastern Biennial Exposition of Oil Heat 
and Air Conditioning, Statler-Hilton Hotel, 
Boston, June 2-4. 


Oil Trades Assn. of New York, Siwanoy 
Country Club, Bronxville, June 9. 
Interstate Oil Compact Commission, Hotel 
Roosevelt, New Orleans, June 15-17. 


First listing. 


OPW SUBMERGED TIGHT FILL 
hon — storage tanks 


pecan flow 
up to 3 


le 


fie & 


ELIMINATES 
THE HAZARDS 
OF 


. Escaping vapors 

at ground level 
2. Overflows 
3. Blowbacks 


No delays, no fitting, no positioning necessary. Just lift 
manhole cover, remove Fill Cap and snap-lock Elbow 
onto Adaptor for a faster, safer, more completely con- 
trolled delivery. 
Elbow is sturdily cast of hi-tensile aluminum alloy for 
minimum weight and ease of handling. Sight glasses 
in body enable operator to identify product and check 
flow during filling operations; warns against discon- 
nection of Elbow while product remains in fill line after 
filling has been completed ... a primary safety check 
Se which reduces product loss and increases safety. Equip- 
ped with a special “O” ring seal, Elbow operates freely 
under perfectly tight seal. Clean, obstruction-free con- 
struction guarantees years of trouble-free service. 
FREE Bulletin F-16-R shows typical manhole instalia- 
tions, functional features of the Submerged Tight-Fill 
and installation highlights. 


opw CORPORATION 


2735 Colerain Avenue » Cincinnati 25, Ohio * Phone Kirby 1-5400 
VALVES, FITTINGS, ASSEMBLIES FOR HANDLING HAZARDOUS LIQUIDS 


or one of nearly 3000 
other valuable prizes. 


Watch for the news about the 


PUROLATOR 
125,000 


SWEEPSTAKES 
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*Without submerged 
tube, up to 25% 
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DISPLAYED RATE 
The advertising rate is $17.75 per inch for Equipment 


EMPLOYMENT OPPORTUNITIES 
The rate is $27.00 per inch. Subject to Agency 
Commission. 
AN ADVERTISING INCH 


NEW _ ADS or 


May Issue closes April 10th, 


SIFIED 


is measured % 
renee 3 pe ee a: a — 


NATIONAL PETROLE M M NEWS. p 


UNDISPLAYED RATE 
$1.80 a line. Minimum 3 lines, Box numbers count 
one additional line. 
POSITION WANTED. Undisplayed rate is one half 
of above rate, payable in advance. 


D NT of 10% if full payment is made in ad- 
= ur ten Salesutite insertions of undisplayed 


. 


inch vertically on one 


Advertising Division 
. Box 12, New York 36, 


4 





nO+O< 


d National Petroleum News 
520 N Michigan Ave., Chicago 11, Ill. 











ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv, Div. of (ie - sbeanain 
Send to out nearest y 
NEW YORK 36: PO BOX 12 
CHICAGO 11: 520 “CN. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


BUSINESS OPPORTUNITIES 


Bulk Oil Plants Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne 
apolis 3, Minnesota 


For Sale in Okiahoma—Oil Co unding Blend- 

ing Plant with land, plant facilities, machinery 

and equipment. Ideal location, two railroads, two 

freight lines. Three well advertised trade-mark 

brands of oil and an established brand of per- 

qemest anti-freeze. BO-9059, National Petroleum 
ews. 











WE WANT TO BUY 
A FUEL 
OIL BUSINESS 


In Metropolitan Philadelphia 
Regardless Of Size. 
Write: 


BO-1044 National Petroleum News 
Class. Adv. Div., P.O. Box 12, N.Y. 36, N.Y. 




















Jobber Business annual volume 3,250,000 major 
oil representation contracted year to year ex- 
cellent earnings 100,000 cash needed for inven- 
tory trucks location upper New York State. BO- 
9652, National Petroleum News. 





Wanted—Jobber business or commission agency. 

Central or Western N.Y. state preferred. Have 

available. BO-1065, National Petroleum 
ews 








For Sale In Florida—All or halt interest in ag 





PROFESSIONAL 
SERVICES 














year established extra successful 
Jobbership—-Owes no money and askin aie 
large profit. Owner of age would like to sell or 
get younger partner to perputuate business— 
Territory unlimited for expansion and profit— 
Own all equipment in Service Stations and com- 
mercial accounts. Due to size of company and 
large profits considerable money involved. In- 
vestigation expected both ways. Give age, experi- 
ence telephone number and how much money 
available in your first reply. All replies guar- 
anteed completely confidential. BO-1095, Na- 
tional Petroleum News. 





Jobbership, selling ‘major brand products in 
economically fast growing southern Mississippi 
area available. Present average annual volume 
in excess of 1,200,000 gallons. Approximately 
$100,000 needed for present investment. Write 
for full details giving your qualifications to 
BO- 1258, National ‘Petroleum News, 


WANTED 





Wanted To Buy—!—1,800 galion capacity, 
compartment, tank with or without truck. Ts 
equipment. W-1lill, National Petroleum News. 


Anything within reason that is wanted in the 
field served by National Petroleum News can 
be quickly located through bringing it to the 
attention of thousands of men whose interest 
is assured because this is the business paper 
they read. 
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PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Besigned and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 








FOR ADDITIONAL INFORMATION 


About Classified Advertising 


Contact The McGraw-Hill 
Office Nearest You 
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ZONING OF 
MAIL 


Many cities in the United States 
use postal zone numbers as part of 
their address. The use of these num- 
bers accelerates and simplifies the 
processing of mail, makes it easi- 
er for the less experienced clerk to 
distribute the mail, and effects 
earlier dispatch and delivery of 
your mail. 


For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your re- 
turn address. Obtain the zone 
numbers of those to whom you 
write, and include them on all cor- 
respondence. Your local post office 
will be glad to furnish you with 
any information concerning postal 
zones. 


MAILING EARLY IN THE DAY 


At present approximately 80% 
of the mail is received in the post 
office between the hours of 6 and 
10 p.m., creating a tremendous peak 
period problem, 


To process this tremendous vol- 
ume of mail, the post office has to 
schedule 75% to 80% of its em- 
ployees on night duty. Since night 
workers are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 
portion of night work, the post 
office is faced with a recruitment 
problem as potential employees are 
attracted to jobs with more desir- 
able working hours. 


Early mailing would cut postal 
costs and stretch your tax dollars. 
Moreover, the reduction of night 
work would enable more postal em- 
ployees to spend evenings at home 
with their families, 


The simple fact is, that by mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 
point of destination. 


A Public Service Message From 
NATIONAL PETROLEUM NEWS 
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“Well, according to that touring service, this is a superb new 
link in the federal interstate highway system.” 


@ The path of progress can be painful. A hill- 
country jobber was deploring the proposed increase 
in his state’s gasoline tax at a recent association 
meeting, strengthening his case with references to 
the state’s “extravagant” highway program. “Why,” 
he said, “down our way there’s a perfectly fine little 
old road, doesn’t carry much traffic, practically no 
heavy trucks. Know what they done? Widened and 
resurfaced the road. That wasn’t so bad, but they had 
to go on and build big high bridges over our creeks. 
Plain unnecessary. 

“After all,” he concluded, “those bridges don’t 
get flooded out more’n three-four times a year, and 
then you can always drive a mile up the creek and 
find a crossing.” 








“Company’s running a market research 
project to see if anybody reads ads.” 
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| 
| “There’s something you ought to know.” 


@ Consumer comment of the month: “What kind 
of a drugstore is this? Waddaya mean, you don’t 
carry antifreeze?” 


@ New Jersey marketers are telling a story about 
an Esso dealer who was complaining to his sales rep. 

“I’m not gonna save any more of those damned 
aluminum cans for the pickup truck,” he said. 

“Why not?” asked the sales rep. 

“I’m getting oil all over the driveway, the island 
and myself.” 

“You get oil all over the place just from squash- 
ing empty cans?” said the rep. 

“They have to be empty?” 


@ Dallas price war sign: We Give Up — 20.9¢ 


“I’ve swiped so much this way I can tell you 
the brand by the taste.” 








B.EGoodrich 


New hose smothers the pulsation 
that causes leaks in other hose 


CB prairie pulsations, shock and 
surge loads that cause most hose 
to weaken and finally leak are easily 
absorbed by this B.F.Goodrich dock 
loading hose. Here’s why : 

In ordinary hose, stiff fabric plies are 
used as reinforcement. The cross cords 
of these square woven fabrics tend to 
‘‘saw”’ each other apart as the hose pul- 
sates. But in B.F.Goodrich 975 dock 
loading hose, the fabric plies are re- 
placed by nylon cords which make it 
20% more flexible. 


These nylon cords run parallel with 
no cross threads to tie them together, 
are completely surrounded by rubber. 
They are free to “‘give’’ and n tha the 
pulsation set up by the pumps. 

This B. F.Goodrich hose is also easier 
to handle because it’s much lighter 
than ordinary hose—almost 22% light- 
er in some sizes. Yet it has the strength 
to handle working pressures of 200 
pounds. 

For protection against the rough 
dock service, the cover of this hose is 


made of a tough rubber compound 
that resists abrasion, weathering, sun- 
checking and aging. It is built to take 
full vacuum. A spiral heavy spring wire 
is imbedded in the rubber, prevents 
collapse, increases crush resistance. 

Ask your B.F.Goodrich distributor 
to tell you more about Type 975 dock 
loading hose—an improved hose that’s 
easier to handle, faster to connect and 
reduces operating costs. B.F.Goodrich 
Industrial Products Co., Dept. M-559, 
Akron 18, Ohio. 


B.EGoodrich dock toading hose 
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NEWEST of the new looks 
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JOKHEIM 
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Model 455 Dispenser 
for Remote Control Pumping 


Pulls business like a magnet 


If you’re looking for a dispenser that will 
attract more than your share of business, 
here it is! Tokheim Vanguard is newest of 
the new looks in pumps; a bold new design 


and one end are brilliantly lighted by 
jumbo fluorescent gubes, providing superior 
day and night illumination. Vanguards will 
make yours thé most distinctive stations 


in town. Order mow for early delivery. Write 
for new illustgated bulletin. 


that is daily proving its money-making value. 
Large glass advertising panels on both sides 


SYMBOL OF EXCELLENCE 


pr _ TOKHEIM _ CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


ew OKHEIM FORT WAYNE, INDIANA 





gree if 
ey 


ne Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelby¥ille, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 
* at ye ‘ MES eae 


oe 











to the peak of service - station appearance and 
efficiency with Smith - Erie gas pumps. 

Their striking styling, their accuracy and honest measure inspire 
confidence in every motorist. And the way Smith-Erie gas pumps 
perform — delivering a million gallons or more without need 
for adjustment — promises a most favorable profit-to-mainte- 
nance cost-ratio. 


They’re worth looking into, even more valuable when they’re 
in your station! 
Get the complete story from your representative or write direct. 


gh research gS ..@ better way 


A. O. Smith, since acquiring Erie Pump, : od RPORA 
now offers both the L3D and “Salesman 


48” lines of pumps as well as many related < Smith - Feel Division 
accessories. . 


Factories: 5715 Smithway St., Los Angeles 22, California; Erie, Pennsylvania 
Offic oes Atlanta 5, Ga.; Chicago 3, Ill.; Houston 2, Texas; Los Angeles 22, Calif.: 
New York 17, N. Y.; Tulsa, Okla.; Oakland 21, Calif. Canada: Toronto 12, Vancouver 1. 

7 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 
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